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A sign that goods 
are not moving. 


The Best 
“Dust Preventer” 


is the 
circulation of 


THIE 
~ PHILADELPHIA 


RECORD 


The only paper in Philadelphia that carries the advertising of 
all the great department stores. 
Average circulation for the first ten months 
of this year: 
192,137 Daily, 
Rate 25 cents per line. 
153,915 Sunday, 
Rate 20 cents per line. 


You can have anagaterule or a miniature copy of the RECORD (the finest 
ever printed) for the asking. 
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The cost of issuing the American Newspaper Di- 
rectory is about thirty thousand dollars a year. ‘To repay 
that outlay by the sale of books, at the retail price, would 
call for an edition of six thousand copies. The number 
of copies actually disposed of in a year is not far from 
nine thousand copies. The sales, however, are not all 
made at the retail price and a good many copies go to 
newspaper men who prefer to pay in advertising space 
which though valuable is not equivalent to spot cash. 
Beyond the cost of the publication a reasonable profit on 
the business has to be provided for. It has been found 
that in the case of the American Newspaper Directory, 
like that of most newspapers, without an income from 
advertisements its publication would not be profitable. 

Newspaper men commonly prefer to pay for a service 
with advertising space instead of cash, if it can be so ar- 
ranged, and it has been the practice of the Directory 
publishers to acquiesce in this preference and accept dis- 
played advertisements for the Directory, with the under- 
standing that the price shall be paid in space at cash 
rates less the usual agent’s commission. 

To meet the views of some exceptional newspaper 
men who are unwilling, on principle, to entertain any pro- 
posal looking to an exchange, it has been the custom of 
the Directory publishers to allow a discount of ten per 
cent from the cash rate for a check in full settlement 
accompanying the order for an advertisement. 

For the small Publishers’ Announcements that follow 
the description of a paper in the body of the book, cost 
ing only fifty cents a line, and frequently amounting to 
no more than a dollar or two, it is found best to exact 
the cash in all cases, thereby avoiding complicated small 
accounts, vexatious bookkeeping and collection charges. 

A free copy of the Directory in all cases goes to 
every person having an advertisement inserted that 


amounts to ten dollars or over. 
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in favor of advertising 
store has just been found 
PRINTERS’ INK man_ in 
of Keyes Fuhrer, the 
Port Tobacco,” a retail 
c at 781 Fulton street, 
Brooklyn. This is on the corner 
of ‘South Oxford street, by no 
means in the shopping district, but 
in a quiet residential neighbor- 
hood. The store, however, is 
passed by three different lines of 
trolley and advantage 
taken fact to attract 
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over two years 
doing a daily 
Ss. it now 
fifty dollars. The 
reason for the  increase—still 
steadily going on—should be a 
lesson to the retailers of America, 
for what can be done in a small 
cigar store can be done in any 
other kind of store. 
When Keyes Fuhrer took that 
he saw that he had a prob- 
lem before him—to make 
out of a — He is_ past 
age, but he has the adver- 


ago. 


1s 


store 


success 


middle 
tising instinct strongly developed. 
His faith in publicity as a_busi- 
bringer unlimited. He 
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WE TURN ’EM OUT CONTENTED AND HAPPY. 


THE DEs 


attention of passengers to the store, 
by means of hand painted display 
bulletins. These are changed 
daily, and if you happen to be in 
that vicinity any morning you will 
the business men on their way 
New York “rubbering” as their 
car passes the co. er, what 
is “the latest’ at Port Tobacco. 
For the fame of Mr. Fuhrer’s 
ads has spread throu .hout Brook- 
lyn and probably no retail store in 
that borough 


ee 


to see 


is more talked of. 
The store is ex eedingly small, 
triangular shaped, and not more 
than twelve feet wide at its base. 
It has been a cigar store for four 


teen years, but it never paid more 


xpenses until the present 


than its ¢ 








IGN ON FUHRER’S ENVELOPES. 


knew that he would have to de- 
pend almost altogether upon local 
rade, and therefore he knew that 
newspaper advertising would not 
be judicious—it would cost more 
than it was worth to him. To 
advertise locally he hit upon the 


plan which he is now pursuing. 

Every night after closing 
store at 10.30 he prepares, with 
ink pot and brush and manila 
paper, two new cards for the morn 
ing. Necessarily they have to be 
very brief—a word or two, but 
they are “pat” and striking. They 
are left to dry in the store until 
morning and on opening at 7.30 a. 
m. are fastened to boards 
outside. It is estimated 


the 


and put 
that at 
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least five thousand men see them 
during the day—pedestrians and 
trolley car passengers. Here are 
a few of them copied from Mr. 
Fuhrer’s scrap-book: 

Love’s Labor Lost—Smoking Bad Cigars. 

Married Men Kindly Treated Here. 

Bad Cigars Spoil Good Men. 

Evil Cigars Corrupt Good Morals. 

cigars To Let on Easy Terms. 

Good Things — Your Money, Our 
Cigars. Let’s Swap! 

What Makes Our Customers Come Back? 

We'll be Lonely in Heaven with Washing- 
ton. We Never Lie. 

True Joy—A Nice Girl and a Good Cigar! 
You Hustle for the Girl—We’ll Do the Rest. 

No Stogies or Other Poisons Sold Here. 

So much for the display bulle- 
tins—which are plain enough to 
be easily read across the street. 
In the windows, however—and in 
spite of the smallness of the store 
there are three of them—are a lot 
of smaller cards and these are 
changed every week. A few of 
them at present displayed are here 
given: 

We Carry a Large Assortment of Fine Smiles 
with which to Greet Our Customers. 

Our 3 for 25c. Key West Cigars cure rheu- 
matism, dandruff, lumbago, punctured tires, 
glanders, etc. 

Strangers from Duluth, New Yorkand other 
towns are cordially invited to try our fine 
Cigars. 

Carefully adjusted cold weather cigars. Never 








freeze. Supply Limited. Buy Now. 

The poorest Cigarson earth sold here. (The 
other fellows Always keep the best!) 

so-cent Cigars Reduced To 5 cents. We can 
lie as hard as any department store. 

Don’t admire our signs and forget us! We 


can’t get rich on admiration. 

We need $600,000 real bad. We do, in- 
deed! Come in and help us! 

Real Estate Wanted IN Exchange For 
Good Cigars. 

A finger post from the side- 
walk points “To the Smokery,’ 
and the windows bear in perma- 
nent gold and black lettering such 


signs as “Brokers in Good 
Smokes.” 
In the corner window Mr. 


Fuhrer always keeps a handsome 
picture or oil painting which is 
changed about once a month. The 
windows are newly dressed daily 
and are always attractive. One of 
the window signs some time back 
read: “A gold watch free with 
every cigar sold here between 5 
and 6 a. m.” Before it had been 
displayed many days two demure 
looking Sisters of Charity went 
in to ask if they might see the 
kind of watch that would be given, 
and the proprietor of “Port To- 
bacco” had to explain that it was 
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a joke as he was never open dur- 
ing those hours. 

As a motto across the store in- 
side are the words: 

LET US MEASURE YOUR 
TASTE—WE WILL INSU 
A GOOD FIT. 

Last year Mr. Fuhrer put a meer- 
schaum pipe in his window with 
the inscription—‘This pipe is $5 
It will be reduced 10 cents per 
day until sold.” There were many 
curious people who watched the 
downward scale—for the price 
was reduced every morning—but 
just when it reached $2.90 a man 
bought it. For days afterwards 
there were scores of inquiries as to 
what became of the pipe—a good 
many were waiting to buy it when 
the price got low enough! 

Mr. Fuhrer does not depend 
altogether upon his bulletins and 
window cards to help him adver- 
tise. He uses plenty of printed 
matter and as he is a man with a 
natural taste for drawing he man- 
ages to illustrate his work to 
advantage. One of his best 
schemes was to send around to all 
the houses within ten blocks of 
his store, a large envelope con- 
taining a sample cigar and labeled 
“Don’t Crush” and, in big letters, 
“For men only.” In the lower 
left-hand corner of the envelope 
was printed: “This packet con- 
tains a Sample Cigar. Please 
hand it to a gentleman who appre- 
ciates a good cigar sold by a re- 
liable house, and ask him to be 
sure and read the circular inclosed 
before lighting the cigar!” 

This was found to be a good 
paying ad, as Mr. Fuhrer took care 
to give only a good cigar? The 
circular inclosed told all about his 
business in his) charmingly odd 
style, and drew plenty of steady 
customers. At present he enjoys 
a large “box” trade, and supplies 
the homes of numerous clergymen, 
physicians, etc. 

Five thousand handsome book- 
lets—sixteen pages and cover 
well printed and illustrated and 
containing very interesting matter 
on the subject of cigars and_to- 
bacco were distributed by Mr. 
Fuhrer after election. He wisely 
waited until after the campaign 
literature was all out of the way 
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before he mailed them—which 
was done under a two-cent stamp 
—to names taken from this year’s 
registration lists. 

The paragraphs that follow are 
taken from circulars and booklets 
issued by Mr. Fuhrer. They are 
well worth reading by those study- 
ing to write effective advertising: 

For the simple and sensible reason 
that our expenses are very low—over 
50 per cent less in rent alone than 
similar stores only four blocks below, 
or across the bridge—we can attord to 
sell the same goods at a lower price, or 
better quality at the price of ordinary 
goods, and we make it a principle to 
follow this rule. ae ; 

'e have no competition in 
cinity, Lut, of course, plenty 
drug store, barber shop, grocery store, 
junk shop cigar sellers, who usually 
know as much about cigars as a crow 
knows about hair-pins. igars sold 
in such places absorb the flavors of nux 
yomica, hair oil, green cheese, old iron 
and similar touching perfumes which 
we cannot supply. We do not intend 
to find fault with the goods sold by 
other people, and care nothing for com- 
petition, but we maintain that men 
who make their business a _ constant 
study, understand it better, and are 
more liable to give better satisfaction 
than those who sell <milar goods, or 
imitations of the same, on suspicion, 
and for mere profit. Would you go to 
a plumber to buy a turkey “Port 
Tobacco” is a good store; we keep it in 
a sanitary and living condition; we try 
to be polite; we sell good goods only; 
we do not think we “own the earth” 
although we are trying hard to acquire 
a small lump of it, with a modest little 
house to shelter a varied and interest- 
ing assortment of young Americans), 
and we solicit the patronage of good 
people who are good judges of good 
cigars, and such things. 

There is no “back-room” factory or 
offensive decayed tobacco odor about 
this store, every sanitary measure be- 
ing employed to keep it clean, the air 
pure and the business legitimate. 

We have every approved appliance 
which science has produced to keep 
cigars in a perfect condition, retain 
their natural flavor and prevent ab- 
sorption of atmosphe-ic impurities— 
the most injurious influence to which 
they are subjected. 

We have cigars as low 


this vi- 
of the 


as $1.50 per 


box, which are pretty bad, up to $40 
per 100, which are good enough for 
most people. But no matter what 


grades you desire to buy, we will al- 
ways tell you the exact truth regarding 
them, because we believe, as a business 
tule, that it never pays to fool a cus- 
tomer. 

Nothing known to the 
kingdom absorbs atmospheric 
ties as does tobacco, and when cigars 
are exposed in drug stores, grocery 
Stores, barber shops and_ such places 
they suck in with wonderful power all 
the nauseous and poisonous flavors 
about them. 


vegetable 
impuri- 


Do you like to inhale the 
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substance of nux vomica, mercury, oil 
of mustard, kerosene, cheese, soap, 
hair oil, and the many other articles 
sold in such places? They destroy the 
rich nutty flavor of all tobacco, and 
are injurious to health. 

We have pleased a great many cus- 
tomers, and we can please you. If this 
was not so we would not be doing a 


business that has improved every 
month since we have been here. Of 
course there are reasons for this: One 


is that the goods we sell are always 
the best to be had in their respective 
grades. ‘Lhe prices are always right, 
the store is always bright, clean and 
inviting, and it will be our fault if you 
are not suited. Come and judge for 
yourself. 

We will not sell any kind of*a cigar 
with which we are not intimately ‘ac- 
quainted, and experience has made us 
a pretty fair judge of good tobacco, 
A visitor will always get a good cigar 
here, regardless of the -price he pays, 
whether he is a regular customer or 
merely a transient, a messenger boy or 
a child. We do not sell a_ ten-cent 
cigar for five cents, as some dealers 
brilliantly announce; we do not believe 
such untrue assertions help any busi- 
ness, and we know that poor goods 
are high at any price. 

We want to do a little better than 
anybody else in our line if we can, and 
above all want to feel sure that our 
customers are fully satisfied in every 
purchase. When you drop in don’t 
feel annoyed if we ask two or three 
questions regarding your tobacco appe- 


tite. We merely want to get a line 
on your taste so we can lay out a 
cigar that will fit you. Once in a 


while we don’t precisely hit an exact- 


ing taste. the first time we try. f we 
don’t, give us another chance. We 
want to be fair because fair-dealing 


obtains success. 

f we make a mistake don’t get mad, 
“jump” us and try elsewhere just be. 
cause we happened to do what we tried 
hard not to do. Tell us—don’t tell 
others; they can’t help it—that the 
cigar was too strong, too mild, too 
fresh, too dry, too thin, too long, too 
flat, too short, too loose, too hard, or 
any other “too,” for these ‘“‘too’s’” are 
bound to occur, and we will hit you 
right the next time. 

We sell a great many cigars by the 
policy of insurance 
This policy guarantees 
every box to be perfectly satisfactory 
or cash refunded for all returned; or 
we will exchange for others that will 
suit your taste better. We u.ve never 
found a brand of cigars that would 
suit every taste, but we are sure to find 
one in our big stock that will suit you. 
If you have been wanting something 
in our line and could not find it else- 


box, and give a 
with every box. 


where, come here; we’ve got it. If 
not, we will get it for you if it exists. 
We will never try to talk you into 
buying what you don’t want, and we 
will always tell the truth about any 
article we sell. 
Hundreds of people accustomed to 


costly cigars, who always thought good 
cigars could never be made at such a 
ridiculously low price, are now con- 
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stantly smoking and fully enjoying HANDS ACROSS THE SEA 
Selle of San Juan” (price, $2 per Printers’ INK, the well-known pio. 

box of 100). Give them a trial your- neer of the now numerous journals de 

self, at our expense if you wish, and voted to the interests of advertising, is 


you are our customer forever. A cul- so good as to say in its issue of the 
tivated cigar smoker will best appre- 3d inst.: ‘*The newest of the Printers’ 
ciate these goods, and every smoker’s [nx babies is called Ne wspaper and 
purse will wax stronger by their use. Poster Advertising. It is so bright and 


“Belle of San Juan’ are good cigars wideawake that the Little Schooln 





ster 


made for the millionaire’s taste and (meaning Printers’ INK) is most 
everybody’s purse. They are cleanly certain that some American brains are 
made of the famous, rich-flavored, Porto employed in its production.” In ac 


Rico tobacco, and are hand-rolled in knowledging this kindly message from 
the native, rough style. No frills; no across the sea, it may just be remarked 
money wasted in nobby “get-up;” you that no American brains have as yet 


pay for good tobacco only not a cent assisted in the nroduction of Newspa 

to make the cigars look pretty. per and Poster Advertising, although 
————~-—»>—_—_—_—_. the editor is quite free to admit that 

J PRINTERS’ IMPRINTS. the paper would be much more likely 
Don’t encourage printers in putting to be improved than otherwise if there 

their business address upon your lit- were. His experience of Americans 


erature. Such practice often confuses on this side, alike as regards their ad- 
your country customers. A printer once vertising ideas, their quick perception, 
told a Sawyer Trio man that hardly a and_ their straightforward business 
week passed that he didn’t receive an dealings has been such as to give him 
order for something, the letter being a very strong belief in the inevit , 
addressed to him instead of the novelty of the ingreasingly great position 
house upon the catalogue of which his Americans as a commercial nation. 
imprint appears. Our Silent Partner. Newspaper and Poster Advertising. 














i Whe ue ‘spam abi Oe 


The s superiority of LEPage Liquid en) Glue for mending Wood, Glass, ar China, 
Ivory, Books, Statuary, &c., is unequalled. I. will save many times its cost (0 cts.) in a 
use. It stood the strain by official test at the Exposition, of 1620 Ibs. to the square inch, a rec 
we believe, unequalled. Sold everywhere in bottles for family, and cans for mechanics’ use. 

Sole Mtrs. of LgPAGE’S Glues, ESSEX Flowe 


Russia Cement Co Food and Fertilizers, LEPAGE’S Mucilage, Kenia Gloucester, Mass. 


id nt LePAGZ'S Photo Cement, &c. & 











STOOD OUT ON THE NEWSPAPER PAGE LIKE THAT SORE THUMB WHICH EVERYBODY 
IS SO FOND OF USING AS A COMPARISON AND OF SWEARING ABOUT WHEN IT BECOMES A 
PERSONAL AFFAIR. 
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St.Paul Daily Globe 


CIRCULATION LAST WEEK 


Monday, Sept. 24 - 17,250 Thursday, Sept. 27 - 17,250 

Tuesday, Sept. 25 - 17,250 Friday, Sept. 28 -- 17,725 

Wednesday, Sept. 26 17,250 Saturday, Sept.29 - 197,725 
Sunday, Sept. 23 - 17,150 


(Advertisers are reminded that the respective circulations of the 
week-day and Sunday GLOBE are largely separate propositions, that of 
the Sunday being smaller in the rural parts than the week-day edition, 
and larger in St. Paul and nearby cities and towns.) 


THE PROOF IS READY. 


The GLoBE’s circulation statement is not accompanied by an 
affidavit, and for the reason that few advertisers do not realize that 
any person who will make a wilfully fraudulent statement will 
scarcely scruple to swear to its accuracy. 

Instead of parading an affidavit, the GLOBE invites any one and 
every one interested to, at any time, make a full scrutiny of its circu- | § 
lation lists and records, and to visit its press and mailing depart- 
ments to check and keep tab on the number of papers printed and | ¢ 
the disposition made of the same. 


THE ADVERTISER’S RIGHTS. 


The advertiser is clearly entitled to all the GLOBE offers—just 
as much so as is the buyer of any tangible commodity to the weigh- 
ing, counting or measuring of the same in his own or representative’s 
presence. | 

Advertisers are being swindled every day in the year by 
fraudulent representation of advertising mediums, through the 
“circulation liar,” and no place more than right here in St. Paul. 
They have it easily within their power to effectively protect themselves 
by simple insisting upon having, in every case, fair and reasonable 
privileges; similar to those offered by the GLOBE. Obviously, the 
representations of any advertising medium declining to concede such 
privileges should receive grave “ consideration.” 


ee 


THE DAILY GLOBE, St. Paul, Minn. 


C. H. EDDY, WILLIAMS & LAWRENCE, 
to Spruce St., New York. D. C. McConn, Megr., 
87 Washington St., Chicago. 
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TO DISCOURAGE SUB- 
STITUTION. 

The World's Dispensary Medi- 
cal Association is now sending 
out with each check to publishers, 
in payment of quarterly adver- 
tising, a printed slip containing 
the matter reproduced below. It 
is done in the hope that the pub- 
lisher receiving it will print the 
article for the good of his own 
business interests and those of his 
largest advertising customers, who 
are the people who suffer by sub- 
stitution. It will be noted that the 
article is without reference to any 
particular business or wares, but 
bears generally on the pr actice of 
substitution and its evils. It is 
the intention to send a new article 
in the same way every quarter 
and it is thought that should other 
proprietors take the matter of 
substitution up in the same way, 
it would have a wholesome effect, 
and keep the matter so well agi- 
tated in the papers of the country 
that the evil of substitution would 
be partially met and overcome. 

TO PUBLISHERS. 

Many important newspapers are making 
common cause against the practice of substi- 
tution, regarding it as injurious to the busi- 
ness of the newspaper which carries propri- 
etary advertising, as well as an injustice to 
the ponoreeet who spends large sums in ad- 
vertising, and is robbed by substitution of his 
legitimate returns. 

In view of these facts we have been asked 
by publishers of important papers to contrib- 
ute brief articles bearing upon the general 
evil of substitution, without reference to our 
own business or wares. 

As these articles are entirely impersonal 
and written for the common good of all who 
suffer fromsubstitution, we venture to think 
that pee may be willing togive place Steed 
pybitc —- for the brief article inclose: 

ting that our proposition may meet 


ol? your approval and acceptance, 
We remain, yours truly, 


World’s Genene Medical } Association, 
UFFALO, N. Y. 








SUBSTITUTION IS SUSPICIOUS. 
The attempt by a dealer to sell his 
customer a substitute in place of the 


article the buyer calls for at once places 
that dealer under the ban of suspicion. 
The only reason why the buyer does 
not invariably realize the suspicious- 
ness of substitution and promptly resent 
it, is probably because in many cases 
the money transaction involved is so 
small that it does not suggest the motive 
for fraud. Suppose a jeweler adver- 
tises a diamond at $50.00. He places it 
in his window. A would be buyer en- 
ters the store and asks for this particu- 
lar diamond. But the jeweler says, “I 
can give you that diamond if you want 
it but here’s another that’s just as good 
as the one advertised.” The buyer’s 


suspicions would be aroused at once. 
He would insist on the stone in the win 
dow and he'd keep an eye on it to see 
it wasn’t changed. But in the case of a 
fifty-cent transaction it is different. The 


buyer often accepts the substitute which 
is offered as “‘just as good” as a wi 
advertised article, although substitution 


is just as suspicious in a fifty-cent trans- 
action as in one involving fifty dollars. 
I.ook at the question from another 


point of view. A sale of stock is adver- 
tised. There are horses with pedigrees 
and records to be sold. Farmer Brown 
attends the sale with the purpose of buy 


ing one of these good horses. But the 
seller says to him, “That horse you 
want is a good horse, of course, but I’ve 
got another here that is just as good 
which I'd like to sell you.” 

“Has he just as good a pedigree?” 

“Well no, he hasn’t any pedigree to 
spe ak of. 

‘Has he any recorc:” 

“Well no, we never held a watch on 
him that T know of, but he’s ‘just as 
good’ as the horse you want.” 

Would Farmer Brown buy the “‘just 
as good” horse? The question an- 


swers itself. And yet this same farmer 
will allow himself to be swindled time 
and again by accepting “just as good” 
articles in place of those «we called for. 
The article he called for has, so to 
speak, a pedigree and a record. It’s a 
standard in the ma ets of the world. 


Yet in place of this standard article he 
will accept a substitute which nobody 
knows anything about, an untried, un- 
proved article which has no record of 


value and no proof of origin, 

Let the buyer who is offered a sub- 
stitute bear in mind that substitution is 
suspicious, and that a substitute always 


carries the ear marks of a swindle. 


te - 
ADVERTISING ON BREAD 


An anonymous writer complained 
to the district commissioners recently 
that smoking chimneys are not half as 


bad as the pasting of advertisements on 


bread, the writer asking the commis- 
sioners to stop the practice. The mat- 
ter was referred to the health depart- 
ment for investigation, and Prof. J. D 
Hird, the district chemist, has in- 
formed the commissioners that in his 
opinion — use of these labels on 
bread is no way detrimental to 
health.—W eaibbagoon (D. C.) Star. 


ncaa ceili 
STEREOTYPED ADVERTISING EX: 
PRESSIONS. 





“4 GOOD VARIETY OF COLORS AxD SIZES.” 





3” 





PRINTERS’ INK. 9 











CIRCULATION AND OTHER PUZZLES. 


Some questions that tend to make the editor of the 
American Newspaper Directory prematurely gray. 














A CONSPICUOUS CASE. 


Some months ago the attention 
of the owner of the American 
Newspaper Directory was directed 
to the following matter which 
had recently appeared in the 
Fourth Estate: 

GENERAL AGNUS’ COURAGE. 
HE DARES TO RESIST THE ATTACKS OF 

THE ROWELL CONCERN. 


The personality of General Felix 
Agnus, always forceful, has never been 
brought forward more prominently or 
more to the advantage of his fellow 
publishers than in his resolute stand 
against the impositions of the George 
P. Rowell outfit. 

The Baltimore American is a great 
paper and General Agnus is a brave 
man, if we may judge by the frequent 
exathples of publishers submitting to 
Rowell’s demands, while they condemn 
him privately. 

In a recent issue of Printers’ INK, 
purporting to discuss the circulations 
of the Baltimore newspapers, the fol- 
lowing contemptible paragraph appear- 
ed: 

From the old and respectable American 
established in 1773, the editor of the Direct 
ory was never able to secure a tg apne 
statement that would warrant him in 
ting in any very definite figures, but it "ts 
such —— paper and such an old favorite, 
having been established in 1773, and being, 
moreover, sold for one cent a copy, it would 
seem as though the Directory estimate of 
“exceeding 20,000” may be accepted without 
doing injustice to its more communicatiye 
competitors. Itis, of course, easy to under- 
stand that so old and rich a paper would 
hesitate about letting its exact issue be told 
on its own authority if the facts would leave 
it ever so little behind arival that had for 
years been lightly considered. 

The writer of that paragraph knew 
just as well as we do that the Balti- 
more American publishes its _ state- 
ments of circulations day by day, 
showing an average of some 60,000 
copies. Merely because General Agnus 
declined to recognize Rowell or his 
side-shows in any way, this nasty slur 
is printed in an attempt to injure a 
publisher who fortunately is strong 
enough to snap his fingers at all de- 
mands of this kind. 

ore power to you General Agnus! 
Would there were more like you! 


A consideration of the state- 
ments reproduced above led to a 
correspondence between the pub- 
lishers of the Directory and Gen. 


Felix Agnus, which is here printed 
in full: 

New York, September 24, 1900. 
Gen. Felix Agnus, Publisher of ‘ Amer- 

ican,” Balt-more, d.: 

Dear Str—Our Mr. Geo. P. Rowell 
has recently had his attention directed 
to the inclosed clipping from a paper 
published in New York called the 
Fi yurth Estate and Le has been led by 
it to inquire of the Directory depart- 
ment what the trouble is about accord- 
ing the proper circulation to the Balti- 
more American. He is told that the 
difficulty is that no statement covering 
a year has ever yet been obtained from 
the office of the American. It was Mr. 
Rowell’s impression that he and Gen. 
Agnus were old acquaintances and he 
thought friends. He was not aware of 
any cause of difference ever having 
arisen between them, and he asserts that 
if Gen. Agnus personally has any criti- 
cism to make of the Directory system 
of obtaining a circulation statement 
from the publisher, he should certainly 
believe that Gen. Agnus’ criticism 
would be entitled to the very highest 
consideration, and he specially desires 
that this letter be sent to Gen. Agnus 
with the hope that it may lead to ex- 
planations and a better understanding 
ior the future. All the Directory de- 
partment desires is a statement of cir- 
culation that shall exhibit the average 
issue for the period of a full year. If 
any method for conveying such infor- 
mation can be found that is simpler or 
better or more satisfactory than the 
printed table, Mr. Rowell would be 
more than glad to have such method 
brought to his attention, and if it 
should have Gen. Agnus’ indorsement 
he believes that it would be adopted 
forthwith. Your obedient servants, 

Geo. P. Rowett & Co. 

Publishers of the American Newspa- 

per Directory. 


BALTIMORE, September 27, 1900. 
Geo. P. Rowell, E. S$q.: 

My Dear Mr. Rowett—A letter re 
ceived a few days avo from your firm 
came as something of a surprise to me. 
Regarding the clipping from another 
New York paper which accompanied 
the letter I have only to say that the 
unfriendly reference quoted had given 
me no more annoyance than the many 
others of a_ similar character which 
Printers’ INK had contained from 
time to time. Then, as to the relation- 
ship between the Directory and our- 
selves, I can recall the fact that for 
many years the former was esteemed by 
us as a most reliable publication and 








i fe) PRINTERS’ INK. 

always had a place in our office; but with a comprehensive statement of its 
when it became evident that some one circulation is on file dated Septen 
had taken the helm who was unfriendly 1897. It was made at the office of the 
to the old papers and who seemed never paper, at Baltimore, to an agent of the 
to lose an opportunity to say some- Directory who called there, and reads 
thing objectionable, you may readily as follows: 

understand that our feelings towards  The4merican will never furnish a detailed 
the Directory underwent a change. For statement. Will tell what their circulation 
some reason or other we have for years 18 AT THE TIME and it can be accepted or not. 


been quoted in the Directory at a ridicu- 
lously low figure, while other Baltimore 
papers whose bona fide circulation was 
scarcely a third of our own were quoted 


at figures just as ridiculously high. In 
answer to the claim of our represent- 
atives that we have never seat then 
a statement of our circulation, I can 
only say that such is not the fact; our 
sworn statements are mailed to you 
every month—just as they are to all 


other publishers—and placed on file they 
keep our friends posted as to our stand- 


ing for the entire year. When, in 
spite of our statements, we were just 
as incorrectly quoted as before, we 


very naturally concluded that strangers 
must be in charge who were not friend- 
ly to us, and entirely disregarded 
the repeated injustice. Recalling the 
friendship once existing between us 
personally, which is mentioned in ithe 
letter and which I certainly do not for 
get, I should have been surprised at the 
unfairnes to us had I believed you per- 
sonally cognizant of it ; but failing in 
its purpose, as it always did, I dil not 
deem it worth while to annoy you in 
the matter. However, I am glad the 
matter has been brought to your person 
al attention, and I take pleasure in send 


so 


ing you duplicates of our monthly cir- 
culation statements that you may judge 
for yourself, and from which you will 


see that I claim pre-eminence in the cir- 
culation of the South. 

In closing I know you 
to know that we are still fighting in 
the ranks of the Republican party, and 
think that next November you will find 
Maryland again in line for McKinley. 

Very trv'v yours, 


fee, Ae. — 
UO 


letter from General Agnus 
was submitted to the person in 
charge of the Directory ratings 
and he was requested to prepare 


will be glad 





The 


an answer in writing. It was as 
follows: 
New Yorx, October 8, 1900. 

Mr. Geo. P. Rowell 

Dear Sir—Referring to the accom- 
panying letter from General Felix 
Agnus, dated September 27, 1900, con 
cerning the American Newspaper Di 
rectory and the Baltimore American, I 
have to say that if the Baltimore Amer- 
ican ever furnished the American 
Newspaper Directory with a_ detailed 
vearlv statement of its circulation it 
has not done so since 1890. A posi 
tive refusal to furnish the Directory 


Claims that ~vhen a reputable publisher does 
make such a statement it should be sum 
cient. Argued hard with him and they closed 
the matter by saying that what was published 
in Rowell’s Directory and the book itself was 
treated and would be treated with indiffer 
ence. 


On September 18, 1898, a deta led 
statement for the month of August of 
that year was received from the Amer 
ican at the Directory office. On the 
same day a communication was sent to 
the American directing attention to 


fact that all 
based on the average 


Directory ratings 
output for a w 
inclosed for 











year, and blanks were t 
purpose of facilitating the prepar n 
f report covering a full year. To 

communication no reply was re 
ceived. 

Since January, 1900, the mn 
has sent to the Directory office ted 
statements in detail covering one, ) 
three . more months and each time 
it has been reminded that, for the pur 


poses of the Directory, a yearly state 
ment is necessary. The latest report, re 
ceived September 28, 1900, covers a 
period of seven months from January 

1900, to August 31, 1900, inclusive 
and is the first in ten years covering 
so long a period. Although this latest 





statement is sufficient to secure for 
the American a rating in Arabic figure: 
it is sufficient basis for according it : 
“DB” rating in the next edition of the 
Directory. A “B” rating means 
ceeding 40,000 copies. ihe next gr 

of rating by letter would be “A,” ( 
neans exceeding 75,000 copies. It woul 
seem that if the American wouk 





furnish a statement covering a 
would be entitled to a 
e a rating in Arabic figures 
nearly if not quite 60,00c copi 

This case has some points of re 
nblance to that of the Philadelphia 

rd which was adjusted a few I 

The Record people were fit 
to appreciate the dilemma in 1 

lure to make a complete report 
the Directory editor, and ev 
then the Record has _ beer 
the Directory a most valuable fr 
and sponsor. 

If General Agnus would have 
his clerks take the last twel 
monthly statements and add the totals 
showing the grand total output I 
American by the year, and divide 
total by 365, showing the daily aver 
age for a f year, the result would |! 
satisfactory to the Directory f 
basis for a circulation rating. It 
found advisable to make these 
ditions and divisions in the Dir 
office even if have all the twelve 
monthly statements in hand (whicl 
the the American we have 
} figures are i 
from the 
d that would 
litor of the 


sent to 
full year it 


would receiv 


of 








able 
their fai 
placed 


since 





copies of 





we 


case of not) 
ecause the en 

emanating publisher f 
1 n not be tl 
sho1 1d the « Direct 








PRINTERS’ INK. it 


pen to make a clerical error in his ad- 
ditions or division, 

{ am, your obedient servant, 

(Signed) P. M. Avyvap, 

lgr. Circulation Ratings in Amer 
ican Newspaper Directory. 

This letter was forthwith dis 
patched to Gen Agnus, accom- 


panied by the following from Mr. 
Rowell: 


New York, October 8, 1900. 
Dear GENERAL AGNus—When your 
letter of September 27th came to hand 
| asked from the manager of circula- 


tion ratings of the American Newspaper 


Directory a written statement of the 
case of the Baltimore American as seen 
from his standpoint. Inclosed is a 
copy of his report. I think both you 
and I can see where the difficulty lies 
and that it comes about from the Di- 
rectory editor being unable to make an 


accurate rating, for a full year, from a 
report covering a shorter period, while 
it has been the policy of your office to 
tell its present issue but to refuse it for 
so long a period as the rules by which 


he is governed require the Directory 
editor to ascertain. 

If your personal attention should 
result in such an improvement 
to the Directory as would come from 
correctly rating the American, it would 
give me almost as riuch pleasure as 
it would to know that Maryland and 
Kentucky were solid for McKinley and 
Teddy. 

With assurances of regards, I am, 

"ery sincerely, 
(Signed) Gero. P. Rowe tt. 

General Felix Agnus. 


In due time the following reply 
was received: 





3ALTIMORE, October 15, 1900. 
vad, Esg., 10 Spruce St., 
Deak Sir—Inclosed please find a 
statement of the circulation of the 
American for the past twelve months. 


The same statement has also been mail- 
ed to Mr. Rowell. Yours truly, 


Pit J 


Inclosed in the letter from Gen. 
Agnus to Mr. Ayvad was an 
annual statement which was found 
to be open to criticism from the 
standpoint of the Directory editor 





on points carefully set forth in 
the following letter from Mr. 
Ayvad to Mr. Rowell: 

New York, October 19, 1900. 
Mr. Geo. P. Rowell: 


receipt of a cir- 
culation statement from the Baltimore 
American, indorsed by Gen. Felix 
Agnus, giving the issue of its daily and 
weekly editions for twelve months from 
October 1, 1899, to September 30, 1900, 


Dear Str—I am in 


This statement, as given, is not in a 
shape available for the purpose of the 
Directory because the average shown is 


of the daily (week -day and Sunday) and 
the weekly editions combined as if both 
the daily and the weekly were one pa 
per. Such an average might be justifi- 


able were all advertisements contracted 


for in the daily American to appear in 
the weekly edition as well, without 
extra charge, which I do not under 


stand to be the case. 

Knowing how anxious you are to have 
the circulation of the American correct 
ly represented in the American News 
paper Directory, I have undertaken to 
have the necessary calculations made 


to ascertain the average issues of its 
various editions. Adding together all 
the daily issues and dividing by the 
number of days, I found the average 


output of the daily . American (week-day 
editions) for the year ending September 
30, 1900, to have been 53,996 and that 
of the Sunday American 54,172. For 
the daily and Sunday editions (seven 
days in the week), I found the average 
to be 54,022, which gives the daily edi- 


tion the benefit of the larger Sunday 
issue. The average of the weekly edi- 
tion for the same period was 15,047, as 


shown by the figures sent. 

According to the usages of the Amer- 
ican Newspaper Directory it is not in 
the provinces of its editor to make 
necessary calculations for arriving at 
the result of a circulation statement 
because it would be equivalent to hold- 
ing the newspaper publisher responsible 
for any possible error the Directory 
editor might drift into. In this partic- 
ular case, as feel satisfied with the 
correctness of the calculations made, I 
shali be glad to rate the American 
according to the figures above given 
and will do so, in the forthcoming edi- 
tion of the Directory if the publishers 
of the American acquiesce in the cor- 
rectness of the averages as I find them 
as stated above. I am, 

Your obedient servant, 
(Signed) P. M. Ayvap, 

Manager of Circulation Ratings in 

the American Newspaper Directory. 


The above was thereupon for- 


warded to Gen. Agnus, with the 
following from Mr, Rowell: 
New York, October 19, 1900. 
My Dear Generat AcGnus—Your 


letter of 15th came duly to hand. The 
annual statement you send seems to be 
one of a sort with which the circulation 
editor of the Directory finds it difficult 
to deal, but he has devoted a good deal 
of time to it and arrived at a result 


which he has set forth in the inclosed 
letter to me. Presuming that his fig- 
ures will have your approval I have 
instructed him to use them in the 


absence of any directions from you to 
the contrary. 

Thanking you for your attention and 
trusting that by this time you see that 
the fault has not been wholly that of 
the Directory editor, I am, as ever 

Very truly yours, 
(Signed) Gro. P. Rowe tt. 
General Felix Agnus, Baltimore, Md. 
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By return mail the letter which 
is ye below was received from 
Gen. Agnus: 

BALTIMORE, October 
George P. Rowell, Esq.: 

My Dear Mr. Rowe_t—In answer to 
your recent favor I have to say that I 
am satisfied that the calculations of your 
representative, Mr. Ayvad, are entirely 
correct. We thought it best to send 
you exactly the same statement as is 
regularly sent to all agents. 

Thanking you for your 
attention to the matter, which, 
me, is greatly appreciated, I am 
best wishes, Very truly yours, 


tex A 


By the 
that the 
Baltimore 
American 
is adjusted to the 
all parties. 

There are no doubt other pub- 
lishers, among the twenty-two 
thousand in the United States, 
who are unfriendly to the News- 
paper Directory because they fail 
to get as high circulation rating 
in it as they would like to have, 
all because of an unwillingness to 
impart the information on which 
an intelligent rating can be based. 
It is gratifying to note that the 


1900. 


personal 
believe 
with 


can be seen 
between the 
American and_ the 
Newspaper Directory 
satisfaction of 


above it 
difficulty 


number of publishers of that 
school is diminishing. 
Possibly the Baltimore Amer- 


can may be the last conspicuous 
example of a case of this sort. 
IN DALLAS, TEXAS. 


From the Dallas Semi-Weekly News. 
DALLAS POSTOFFICE, 
OFFICE OF THE POSTMASTER. 
DALLAS, Texas, July 9, 1900. 
Messrs. A. H. Belo & Co., Publishers the 

“ News,” Dallas, Texas : 

GENTLE: MEN—Complying with your request, 
Irespectfully inform you that during the 
quarter ending June 80, 1900, there were for- 
ty-elght semi-weeklies, "weeklies, monthiies, 
bi monthifes and qnarterlies appearing on 
the records of this office as second class mail 

matter, and the total number of pounds 
mailed by these publications during that 
quarter was 305,168. 

During the same quarter the Dallas Semi- 
Weekly News mailed 116,738 pounds of pa- 

ers. The weight of the Dallas Morning 

News mailed at this office during the same 
quarter is not included in the above figures. 

Very respectfully, 
Ww. M. O’Leary, Postmaster. 
The above means that for the quar- 
ter ending June 30 the Dallas semi- 
weekly News paid over 38 per cent 
of the entire amount of newspaper 


postage paid at the Dallas postoffice, 
The total number of pounds mailed by 


the Dallas semi-weekly News was 1 
738, against 111,490 when the last 
port was printed. The forty-seven 


other publications paid postage on 188,- 
430 pounds, or an average of 4,009 
pounds to each publication. This state- 
ment teus its own story and is the 
very best evidence of the value of the 
News as a newspaper. 





From the Texas Stock and Farm Journal, 
August 1,1900. 


We congratulate the News on its 
candor and also on its circulation. The 
Journal has been in the habit of mak 
ing detailed sworn statements of its 
circulation, which have been scattered 


broadcast among advertisers, and hence 
it has nothing to conceal. We have 
never claimed to possess the largest 
circulation in Texas, and, to be candid 








about it, had not attributed that honor 
to the News. We have claimed 

still claim that the Journal stands sec- 
ond in the list. As nearly as we can 
make out from the figures, from a 
pound basis, the semi-weekly News 
leads the Journal about 7,500 subscrib- 
ers, and in view of the creamy and 


superior nature of the Journal's circu 
lation, we suppose the News would be 
willing to acknowledge that it is about 
a neck and neck matter between us. 
Having two issues a week, its exhibit 
must be divided by two for comparisor yn 
with the Journal’s. Inless some ot! 

publication makes a public showing ‘of 
a better record, the Journal will adhere 





to its claim that it has the second 
largest circulation in Dallas and in 
Texas. Postmaster O’Leary is a most 
obliging official and will, we are sure, 
cheerfully give similar letters to those 
obtained from him by the News 








the Journal to other Dallas publishe 
who may ask for them. It will be ob 


served from Postmaster O’Leary’s 
statement, published below, that the 
Journal paid 13 per cent of the news- 
paper postage paid at the Dallas post- 








office during the past quarter by forty- 
eight publications, which is equivale ent 
to 26 per cent, as compared with the 


semi-weekly News. : 
Publications other than the semi- 
weekly News mailed 188,430 pounds of 





papers during the quarter. The Jour- 
nal’s contribution to this amount was 
38,635 pounds, leaving 149,795 pounds 
to be divided among forty-six publi 
cations, or an averave of 3,256 pou 
each, for the quarter. It will be 





served that since the Journal has come 
to confessional the average has shrunk 
mightily. At this ratio of decline, 
what will become of the tail end of the 
procession 


It looks to the Journal as though 
the News had called for a_ general 
show-down, and here we are with an 
avoirdupois of 38,635 pounds, and 
growing at a lively clipper. 

Here is Postmaster O’Leary’s letter 


to the Journal: 
DALuas, Texas, July 25, 19). 
Mr. S. R. Williams, Manager “ Texas Stock 
and Farm Journal” : 
DRAR Stir—In compliance with r 
tained in your letter of even date, 


uest con- 
respect- 
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tua inform you that during the quarter 
ending June 80th the Texas Stock and Farm 
Journal paid postage on 38,685 pounds of pa- 
pers mailed at this office. 

Very respectfully. 

Wm. M. O'LEARY Postmaster. 


The above statement does not include 


the Journal’s circulation in _ Dallas 
county, upon which no postage is paid, 
and which is 1,500. 

Next! 


In the September issue of the 
American Newspaner Directory 
the daily, Sunday, semi-weekly and 
weekly papers of Dallas, supposed 
to issue a thousand copies regu- 


larly, are: 

Morning News, } Daily, G 
News, Sundays, G 
News, Semi-w’kly, H 
Times-Herald, | Daily, 7,130 
Times-Herald, § Sundays, G 
Baptist Standard, Weekly, E 


Christian Courier, Weekly, H 
Democrat, Weekly, 4,319 
Express, Weekly, 8,575 
Farm and Ranch, Weekly F 
Presbyterian Record, Weekly, 2,060 
Southern Mercury, Weekly, E 
Texas Baptist & Herald, Weekly, G 
Texas Christian Advocate, Weekly, G 
Texas Farmer, Weekly, E 
Texas Stock & Farm Jnl, Weekly, 17,012 


By the key the letter ratings 
are explained as follows: 
Exceeding twelve thousand five hundred, - E 
Exceeding seven thousand five hundred, - F 
Exceeding four thousand, - - G 
Exceeding twenty-two hundred and fifty, -H 

From the statement of the 


Dallas postmaster it is evident that 
the semi-weekly News pr-nts a 
great many more copies than the 
Directory gives it credit for and 
in the December issue of the book 
the rating accorded that paper will 


be C, which means exceeding 
twenty thousand copies. The 
Dallas News and its sister, the 


Galveston News, are papers thor- 
oughly metropolitan in their make- 
up and of such high character that 
they have no superior south of 
saltimore; but being sold at a 
high price, their publishers have 
not generally found it advisable 
to exploit the actual figures of 
their average issue. In such cases 
the Directory is perhaps rather 
given to crediting the paper with 
a greater issue than it actually has, 
but in the case of the Dallas News 
it would now appear that the 
Directory has under estimated its 


sales. 
——_ +o 


It costs no more to issue a good 
book that will make customers than it 
does a poor one which will accomplish 
nothing.—Bates. 


Pa 

] 

PRINTING INKS THAT LIGHT 
FADES 


It is not aithcult to find coforing ma 
terials which bleach in light almost as 
rapidly as chloride of silver darkens 
Among these may be mentioned the 
hydrochloride of furfuraniline, formed 
by mixing alcohol solutions of furfurol, 
aniline and aniline hydrochloride; 
this compound having an intense crim 
son color. Another very fugitive color 
is the cyanine of Mr. Greville Will 
iams, obtained by the action of iodide 
of amyl on chinoline. Both these color 
ing materials may be made into a kind 
of pseudo lake by precipitation along 
with carbonate of barium, and the pig 
ments so obtained may be mixed with 
linseed oil varnish and used as print- 
ing colors; by which means ptints may 
be obtained which disappear rapidly in 
sunlight. Although such discharges by 
light have been suggested as the basis 
of a method of three-color heliochromy, 
the use—or rather misuse—of such 
fugitive inks has hitherto scarcelv gone 
beyond the printing of the oft-seen 
legend “made in Germany” on Christ- 
mas cards or posters—the impression 
being lasting enough to carry the goods 
through the custom house, but calcu 
lated soon afterward to disappear. <A 
white printing ink which darkens 
can be made by grinding oxalate of 
silver with a good quality of thin litho- 
graphic varnish, but great care is re- 
quired in working to keep the impres- 
sion white and the printing block must 
be a stereotype in celluloid, or some 
similarly inactive substance. <A _ rather 
taking photographic toy can be made by 
first printing in the oxalate of silver 
ink and then printing another  sub- 
ject with one of the fugitive inks. 
When exposed to light the subject on 
the card changes to a fresh one; as, for 
example, from a picture of a child to 
that of a grown person or from a 
nest of eggs to a brood of chickens. 
Those seeking the higher side of pro- 
cess work may consider the above idea 
worth following out.—The Billboard. 

A WINNING RULE. 

Use the known pullers first. 
experiment afterward, if you 
Boyce’s Hustler. 





Then 
will.— 


ILLUSTR ATED “ADVERTISEMENT. 





FOR 
HORSE; 
FOR CHILDREN. 


SALE—AN IMPORTED ARABIAN 
THOROUGHLY BROKEN; SUITABLE 
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S. BILL 1020, 


Pettigrew Parcels Post Bill, 
which seems to agitate small deal 
ers in various parts of the coun 
try, is an effort to consolidate the 
present third and fourth class 
mail matter and produce thereby 
a parcels post with free collection 
and delivery both in city and 
country, including indemnity in 
case of loss or damage. If pass- 
ed its rates, which must be pre- 
paid or will be doubled, makes 
the cost on parcels up to one 
pound, three cents: over one pound 
up to five, five cents; over five 
pounds up to ten, ten cents; over 
ten up to thirty pounds, thirty 
cents; and on parcels over thirty 
up to sixty pounds, twenty cents. 
These rates, applied to weight, 
will also be apnlicable to bulk in 
similar proportion. The charge is 
to include collection and delivery, 
house to house, whereve a wagon 
or car collection and delivery serv- 
ice is now or may hereafter be 
established. In towns where only 
foot service exists the postman is 
not to be required to carry any 
parcel of greater weight than five 
pounds. In the absence of a col- 
lection and delivery service the 
rates of the act are to apply only 
to the service between postal sta- 
tions. Any district enjoying a 
free-delivery service May secure 
the free collection and delivery of 
parcels under the act by the presen 
tation to the Department of a 
petition therefor duly signed by a 
majority of the voters. Any dis- 
trict having a voting population of 
five hundred within a radius of 
five miles of a railway or steam- 
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keeps on file the Leading Daily and Weekly Papers and Monthly 
Magazines; is authorized to Receive and Forward advertisements at 
the same rate demanded by the publishers, and is at all times ready 


to exhibit copies and quote prices. 
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boat station, or of any point on a 
trolley line, may demand the es- 
tablishment of a free collection and 
delivery service under the act for 
at least one service a day; and the 
Department, cn receipt of a peti 
tion therefor, signed by a majority 
of the voters, is immediately to 
proceed to establish the service. 

In regard to in ‘emnity, it is de 
clared that on unregistered parcels 
without declared value, an indem 
n:ty up to ten dollars shall be paid 
by the Department, without extra 
charge, for such actual loss or 
damage as may occur. On parcels 
of declared value, duly registered, 
on which the fees and rates have 
been prepaid, the Department is 
to pay the full amount of any 
loss or damage occurring through 
its fault up to six hundred dollars. 
The fees for insurance and regis 
tration are to be as follows: For 
insurance up to fifty dollars, five 
cents; for each additional fifty 
dollars, up to six hundred dollars, 
two cents. Every demand for in 
demnity to be made with'n thirty 
days after the parcel is posted. 

siictadeil incest 

WAS THE PREACHER DULL? 

This advertiser’s mind was evidently 
not on the sermon: 

WE COUNTED 
29 pairs of glasses in church last Sun- 
day, and we had fitted all but three of 
them. This shows who does the optical 
work of the city. We make the only 
thorough examination in the city Free 
of Charge. 
Dr. ArtHuR Baker, 

Optician, 

Logansport, Indiana. 

National Advertiser. 


~~? 


403 Broadway, 


Tr vou want dollars, use sense in 
advertising. 
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FRENCH NEWSPAPERS. 


In the excellent series of articles 
on great newspapers of continental 
Europe which the Bookman re- 
cently published, appeared two ar- 
ticles on French newspapers by 
Adolphe Cchen. From _ these 
PRINTERS’ INK extracts the para- 
graphs that follow, with regret 
that lack of space has made neces- 
sary the elimination of others 
equally interesting: 

That the English or American 
conception of journalism is differ 
ent from the one which obtains in 
France is apparent from the very 
name which originally designated 
periodicals in England and France. 
On one side was the news-letter, 
soon succeeded by the newspaper; 
on the other the gazette. The ob- 
jectof the former was to dissemin- 


ate information, of the other to 
talk, nay, to prattle. The former 
1ad to be accurate, the latter to 


be bright. 

The real newspaper may be said 
to have begun its career in France 
at the same time as the parliament. 
The greatest orator of France's 
earliest parliamentary Assembly, 
Mirabeau, was also, with his Let 
es a mes Commettants, one of 
the earliest masters of French 
journalism. And yet, in spite of 
all the changes that have come 
since, something remains of the 
original conception of the duties 
of the press; the French news 
paper reader insists that his paper 


ty 
} 
I 


must be amusant. He takes it 
after his dinner, for he likes an 
evening better than a morning 


paper, and reads it for pleasure 
fully as much as for information 

In our modern free government, 
as the organ of public opinion, the 
is a necessity just as much 
s the parliament is, as the spokes 
an of the national will. And in 
are not wanting that 
French newspapers early began to 
realize, and in critical times to per 
form, the’r mission. On July 25. 
1830, King Charles X. signed five 
decrees, which, in addition to im 
portant changes in the laws of the 
country, also enacted quite a new 
set of regulations for the press 
\ccording to these every news 
paper, even those which had been 


press 1s 


inces 


15 


in existence for a number of years, 
had to provide itself with a special 
license submit 


and to all its ar- 
ticles to royal censorship. The 
editors of liberal newspapers met 


and determined against obedience 
to the illegal orders of the king 
\ dignified and energetic protest 
was drawn up by one of their 
number, and after it had _ been 
adopted the question arose wheth 
er it ought to be placarded with 
or without individual signatures. 
Adolphe Thiers, then one of the 
editors of Le National, exclaimed: 
“Tl faut des tetes au bas” (“Our 
heads must be placed below this” ). 
And every one appended his name 
to the document, the effect of the 
publication of which was the fore- 
runner of the fall of the dynasty. 
\nother inc‘dent belonging to the 
same period deserves to be here 
noticed. It was heard by the au 
thorities that one of the most in 
fluent‘'al newspapers of the day, 
Le Temps, was being set up and 
about to be issued. They deter 
mined to prevent the publication 
of the paper, and a commtssaire de 


police was sent to the publication 
office. Before the door of the 
building he met the editor, M. 
Jaude, a man of en 


uncommon 
and decision of character 
He was asked whether he had any 
judicial warrant; he had none. 
The editor then informed him that 
he would be denied admittance, as 
no citizen’s premises could be en 


ergy 


tered against his will, except by 
order of a court. A locksmith 
was sent for, and ordered by the 
commiissaire to break the door 
open. M. Baude read to h'm the 


articles of the code against house 
breaking. and the locksmith re 
tired. Not until the man who riv- 
etted the galley slaves’ chains had 
heen secured was it possible to ef 
fect an entrance into the building 
But by that time tales of the cour- 





ageous journalist’s fight were cur 
rent through the whole city. and 
the barricades which were rising 
everywhere told that a more seri 


ous kind of warfare was being re 
sorted to than a war of words 
Curiously enough, Le Temps i 
still the name of a most serious, 
nav, of the most serious, organ of 
public opinion in France. But the 








16 PRINTERS’ INK. 


daily now edited by ex-Senator 
Adrien Hebrard has no historical 
connection with M. Baude’s news- 
paper. The old Temps ceased 
publication about 1840, and the 
name did not reappear in French 
journalism until the spring of 1861. 
That was one of the most impor- 
tant years in the history of the 
French press. Napoleon III. had 
been nearly a whole decade on 
the throne, and had first treated 
the press as an enemy. The gov- 
ernment of France since 1851 had 
been as nearly a dictatorship as 
was possible in a modern nation. 
But few newspapers were allowed 
to be published, and they hardly 
ever dared to criticise any govern- 
ment measure. The Liberal parties 
were compelled to remain silent. 
But after the Italian war of libera- 
tion the Imperial government, 
which had lost the support of the 
church party by its pro-Italian pol- 
icy, felt the need of offsetting that 
loss by at least a measure of sym- 
pathy from the Liberals. On No- 
vember 24, 1860, decrees were 
sued, seriously relaxing the cen- 
sorship of the press, and a num- 
ber of Liberal journalists were au- 
thorized to establish newspapers. 
Among them was the ablest of the 
disciples of the brilliant Emile de 
Girardin, A. Nefftzer, who was the 
first editor of the present Temps. 

The editorial staff of the new 
Liberal organ then almost entirely 
consisted of Alsatian Protestants. 
Chief among those who were as- 
sociated with Nefftzer were Ed- 
mond Scherer, Charles Dollfus 
and Seinguerlet. Their paper soon 
won favor among the Liberals. 
The broad spirit of its manage- 
ment led to the introduction of 
every sort of legitimate attraction. 
Francisque Sarcey soon became 
its dramatic critic. Although the 
very reverse of socialistic, and 
even hardiy republican, it had as 
its London correspondent the re- 
publican and_ socialistic leader, 
Louis Blanc, then an exile in Eng- 
land. When the official and semi- 
official organs ceased to allow 
Sainte-Beuve the liberty he 
claimed the right to use as a liter- 
ary critic, Le Temps hastened to 
open its columns to him and pub- 
lished his last articles. Nefftzer’s 


is- 


political leaders were models of 
terse prose. In short, everything 
that Le Temps published carried 
weight and authority. It could 
not be called an amusing, but it 
never was a dull, newspaper. It 
soon became the leading Parisian 


evening daily. It came near re 
ceiving its death blow from the 
war of 1870-71. The Alsatians 
who edited it lost heart when their 
country was torn off from the 
French fatherland. Nefftzer 
especially was stunned by the 


blow and never recovered from it. 
In the spring of 1871 the paper 
was offered for sale. Adrien He- 
brard, who was then its business 
manager, succeeded in forming a 
small stock company,which bought 
it for a song. Nobody then ex- 
pected that after a few years Le 
Temps would become the great- 
est daily newspaper France has 
ever had, the one Parisian news- 
paper of international importance. 
That it reached that position is 
unquestionably due to the consum- 
mate skill of its chief owner and 
political director. 


Adrien Hebard is essentially a 
manager. He hardly ever writes 
a line in his newspaper; but he 


knows what is wanted by his pe- 
culiar public. His mind is open 
and progressive; he has given the 
French the largest newspaper they 
ever had. Le Temps, though far 
less bulky than a great English 
or American newspaper, is larger 
in size than any of its French con- 
temporaries. It publishes only one 
edition, but when parliament is in 


session, or when some special oc- 
casion, like the Dreyfus trial or 
the late trial of the conspiracy 


cases before the Senate seems to 
make it advisable, it issues late in 
the evening a special sheet, Le 
Petit Temps, which is given free 
to any holder of a copy of th 
larger paper and sold to others 
for one penny. 

Le Temps is to-day unquestion 
ably the best informed of all 
French newspapers. Like all the 
other French newspapers, it relies 
mainly upon the Havas agency for 
its dispatches. But it possesses a 
corps of remarkably well-equipped 
and intelligent editorial writers, 
well versed in a number of for- 
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eign languages, and well  ac- 
quainted with the general political 
history of the world, who know 
how to interpret what is handed 
to them. Some of its writers, in 
addition, have connections in vari- 

I lands and receive letters 
which are never published in the 
newspaper itself, but enable them 
to know accurately the political 





conditions prevailing in the coun 
tries about which they have to 
write In regard to home poli- 
tics. Le Temps possesses all the 


rmation it ts possible to pro- 

re. There is not a department 

the government where his edi- 
tor does not see all doors open 
before him. He enjoys, moreover, 
the advantage of great parliamen- 
tary experience. Le Temps is es- 
sentially the newspaper of the 
educated bourgeoisie. It is liked 
mainly, apart from the accuracy 
and  non-sensationalism of its 
news, for the many things which 
itoffersto the intellectually minded 
of its readers. Think, for in 
stance, of a paper that for years 
published every Sunday afternoon 
a dramatic review of the week, 
signed by Francisque Sarcey: 
which every Saturday had a liter 
ary article by Anatole France; on 
another day a military causerie 
by General Thoumas, or an agri- 
cultural one, La vie aux Champs, 
by G. de Cherville One more 
point is to he = noted. Like all 
French evening newspapers, Le 
Temps bears the date of the 
following day, not the date of the 
day of issue. To-day Le 
Temps has no rival. It had one 
to a certain extent, until a com 
paratively recent time, in -the 
Journal des Debats. But to-day 
Les Debats, as the paper is usually 
called, is only the ghost of its 
former self. It is an old news 
paper. Its foundation goes back 
to the early years of the century. 
It has had a brilliant history. Na- 
poleon feared it, and, in order to 
keep it from criticising him, com 
pelled it to become a semi-official 
organ, and called it Le Journal de 
l'Empire Later Chateaubriand 
In it by turns supported and _at- 
tacked the government of the 
Bourbons and wrote the famous 
article “Malheureuse France! 


Malheureux Roi!" which clear- 
sighted observers considered the 
preface of a new revolution. It 
reached the acme of its importance 
under Louis Philippe. No one had 
greater influence with the king of 
the bourgeoisie than its owners, , 
the Bertin brothers, especially the 
elder, “Bertin aine.”” The advent 
of the Second Empire made the 
Bertins fear that thei. property 
might be confiscated again, as it 
had been under the First Empire: 
whence the excessively prudent 
and cautious attitude their paper 
preserved during the whole of that 
period. The paper little by little 
lost its constituency. It was too 
republican for the Orleanists and 
too Orleanist for the republicans. 
Its journalistic attitude, however, 
remained sternly conservative. 
The paper continued to be made 
up as it was forty or fifty years 
ago, gave laboriously written ar 
ticles, and as little in the way 
of news as possible. Then sud 
denly it decided to make a strong 
bid for popular favor. It reduced 
its price, it created an evening edi 
tion, printed on pink paper, and 
n an evil hour called to its help 
a formerly disheveiled and bo 
hemian radical, Yves Guyot. It 
was all in vain. Its old readers 
were gone and the new ones re- 
fused to come. And yet such has 
been the historic.’ »restige of Les 
Debats that a great journalist 
might yet revivify it. 

Other papers that were great in 
the past have also to-day hardly 
more than their name to remind 
one of their former history—Le 
Siecle, for instance, edited to-day, 
as Les Debats was for a time, by 
Yves Guyot. I remember the 
time when every “marchand de 
vin” in France had to have Le 
Siecle for his customers to read 
The workingman of forty years ago 
could hardly be got to read any 
other newspaper. He found there 
a.mild form of republicanism and 
a strong dose of Voltaireanism, 
which pleased his anti-clerical in- 
stincts. Le Siecle was then a 
power. When more freedom was 
given to the press, when it ceased 
to be dangerous to express ad- 
vanced ideas, the masses trans- 
ferred their favor to more radical 
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sheets, and Le Stcele’s popularity 
began to decline 

\nother paper that has seen 


La 


Was 


Republique 


Gambetta’s 


days is 


It 


brighter 
rancalse. 








newspaper, and while the great 
patriot lived, hundreds of provin- 
cal newspapers took their cue 
f columns. Now it scat 

small body of read 


onalistie and 








tionist doctrines of Monsieur s 
Meline! 

Le Soleil is the chief organ of 
the Orleanist party. To a certain 
extent it is the organ of the Pre 
tender himself. Under its former 
editor, the late Edouard Herve, it 


maintainedah ghdegree of literary 
excellence. It is not likely to 
main as dignified in the future 
it has hitherto been 


re- 


a> 





La Gazette del ce, the oldest 
of French newspapers, it still the 
organ of what is left of the old 
Legitimist party gut what has 
the Legit mist party been - since 





dex 


the 





bord ? Gasette way 
to some old chateaux, all the same 
and some of its readers still thin] 
that a 2a tent France will some 
day Ge itself before “Le Roy 


rs iS a newspaper of 
It is usually 
organ of the 
always so 
‘ntially ant 
looks at 
standpoint 


hg 9 

greater importance 
considered to be 
Vatican. It was not 
L’Univers is not es 

republican. It simply 
every ng stion from the 


1 
the 


of the interests of the Catholic 
( tone ‘To-day it advises all 
Catholics to follow the 4 rections 
of Leo XIII.. and = ma! peace 


with the French republic 
In addition to the class of news 
papers hitherto mentioned, Paris 


number of other 
characters, 
itransigeant, Le 


possesses a vast 
sheets some 


f the Lis 


Figaro and Le Petit Journal, en 
joying enormous circulation and 
popularity. They mav be divided 
in three classes—the one-man 
newspapers, taken up simply be 
cause so-and-so is the editor, the 
Boulevard newspapers, and_ the 
penny newspapers But midway 
between all these sheets and the 


purely political papers stands an 
other daily of a somewhat curious 
character, rather non-committal in 
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hye wb 


politics, t 


was, when founded, to give 
French public a newspaper 
cording to the American t 
Any one who to-day peruses 
four small pages of Le Mat 
at a glance see how far it is f1 
having realized the ambitior 
its founder, who was, unless | 
mistaken, the owner of the N 
York Herald, Mr. James Gor 
Bennett. Le Matin was origi: 
to be e French edition of 


Paris Herald. Le Matin publ 
] ] *_4] 1} 


political leader, w1 


s in no way expected to exp: 
the political views of the paper 
self It isa signed article du 


a journal 
tation, « 
another. 
republican, 


st or a pol tician of re 

man, the 

may be a rad 
other a 


me day one 
One 
the 


Royalist or an ex-Legitimist, 
MM Henri des Houx Cre 
Clemenceau, J. Cornely, J 
Jaures number of others, 
hus ributed to Le J 
rl s de ‘ec, moreover;:r, h: 
copied by a great many ne 
papers especially by the on W 
paid Le Matin the compl 
of ilmost absolute miitat 
:clair. To ‘justify its 1 


has not ent 
pt irpose 


a special, more or 


that it 
original 


ind show 
forgotten its 
Vatin has 
reliable. telegraphic 


1 1 
sO Makes a 





se 


specialty, as it is 


ll pr nted nd -; . . wmarnat 
diy printed and St ac mnpara 
ly late hour, of giving extr 


from the 


other m 


enjoys great 


principal articles it 
newspapers 
irity, but 
of influer 


rning 
popul: 
possess a particle 


TI he one-man newspaper 
pecul'ar Paris institution 
owes, very likely, its existenc: 
the enormons — success wl 


Rochefort won in 1868 when, d 
en by the Imperial 
from every newspaper 
accepted him as a 
lecided ee 

aecided to start in 


govern! 
that 
contributor 
for himself 
have a 


weekly per'odical of w 
he should be the sole editor 
one in Paris takes up a one 
newspaper for the sake of 
formation. You get from 
smallest modicum of news 
very easily made. You get 
telegrams from the Havas Age 
You hire out your adver 
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columns to Fauchey, Laffitte Bull 
et Cie., your financial column 
some banking institution. You 
ive a reporter or two, have your 
rinting done by some large job 
nting establishment. 
lepends entirely upon 
rity of the editor. His popular 
may be general or spec al He 

iy be such a writer that every 
dy wishes to read him either be- 
se of interest 


Success 
the popu 


1u in his views or 
pleasure at his way of putting 
hings and attack’ng his oppo 
nts, or he may be the idol of a 
rger or smaller set. To the 
rmer class belong L’'/ntransi- 
aut of Henri Rochefort and 


lutorite of Paul de Cassagnac 
furore, until recently edited by 
orges Clemenceau, 
lan paper: so is 


is also a one 
La Lanterne, 
h owes its present importance 
solely to the fact that it reflects 
views of Alexandre Millerand, 
brilliant socialistic leader 
in the same way La Libre 
role is the organ of Edouard 
Drumont. 

rhe type, we might say also the 
totype, of the Boulevard papers 


is Le Figaro. It was created in 
1854 by H. de Villemessant. But 
vas then, and it remained for 


no less than twelve years, a weekly 


paper. The nearest approach we 
can find in New York journalism 
to what Le Figaro was then is 
Fown Topics. Le Figaro soon had 
a rival on the same field in Le 
Vain Jaune. Both papers had to 

entirely clear of politics 





egislation of the time did not 
the publication of a political 
without a_ special permit 
the government and a rather 
cash deposi, intended to se 
in advance the payment 








yf 
ot 


any fine which m ght be imposed 
upon the publication for violation 
of press laws. Le Figaro, 
thereiore, was entirely given up 


\ 
to personal gossip, and to literary 


and dramatic matters Things 
went on in this way until 1866, 
WV another of his ventures, 
n° 7 


! ment, having come to grief, 


and been compelled by the govern 


ment to suspend — publication 
Vill sant Lethought himself of 
turn: [4 Pigar nto a. daily 
paper His wittiest contributor 
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at that time was Henri Rochefort 
But, alas! Rochefort wrote not 
simply about the boulevards and 
the theaters and the state of the 
weather or the prospect of the 
coming vintage, he also had some 
thing to say about society such as 
it appeared in official circles, and 
even within the sacred precincts 
of the Imperial palac. of the Tuil 


eries. If what he wrote had been 
of a laudatory’ character, no 
trouble would have resulted. But 


Rochefort, though far from being 


then the bitter and merciless re 
viler into whom he later devel 
oped, found more to blame and 
satirize than to applaud. And, 


moreover, if he had not satirized, 
he would have had no readers 
So Villemessant was informed 
that if he insisted on publishing 
such articles as were contributed 
by Rochefort, his paper would be 
considered a_ political sheet, and 
he must comply with the law re 
lating to political publications, and 
especially must place in the hands 
of the government a snug sum of 
one hundred thousand francs 
a security for the payment of pos 
sible fines. Villemessant was too 
shrewd a man to let the occasion 
slip. His paper was riding over a 
wave of success; he was not going 
to check its progress. Le Figaro 
becamea political paper and Roche 
fort remained its chroniqueu 
This happened in 1867 What 
may be called Le Figaro’s respect 
able career began, and _ poss‘bly 
ended, with Francis Magnard’s 
editorship. Under Magnard’s 
management Le Figaro grew in 
as well as in popularity. It 
did not follow the lead of Le 
/emps in adopting a larger paper, 
hut it became .a six-page news 
paper. In add‘tion, a Saturday 
literary supplement was created 
containing a good deal of bright, 
entertaining and instructive mat 
ter, something like the best Ameri 
can Sunday morning papers, with 
now and then reproduction of for 
gotten pages of French literature 
In all charitable matters Le Fig 
beneficent and al 


as 


iro became a 


t irresistible power Thu 
vhen all Paris was appalled by the 
trophe of the Bazar de la 


Charite. when nearly two hundred 
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persons perished in the flames, Le 
Figaro announced that the chari- 
ties that were to be benefited by 
the bazaar must not be losers by 
the fire, and appealed to its read- 
ers to make up the possible defi 
ciency. In a few days over one 
million frances were received. 
What shall I say about the spe- 
cialty of Gil Blas? I suppose | 
shall be understood if I say that 
of all Parisian newspapers it 1 
the least puritanical, the one that 
is most carefully kept out of the 
hands of young ladies. Gil Blas 
was started as a competitor to Le 
Figaro; in the same way L’Echo 
de Paris was started as a compet- 
itor to Gil Blas. Gil Blas, how- 
ever, retained a superiority over 


1s 


its spicy rival; its stories were 
hardly ever deficient in literary 
merit. L’Echo de Paris at last 
grew weary of the contest, and 
looked about for some new form 


of attraction. To-day it is among 
the boulevard newspapers — the 
chief nationalist’c sheet, and its 
most brilliant editor is Jules Le 
maitre, whose sparkling prose 
formerly so often delighted the 
readers of the  ournal des Debats 
and of Le Figaro. 

\ special mention is due to Le 
Journal. It has managed better, 
perhaps, than any Parisian sheet 
to remain true to the brotherhood 
of letters and to abstain from ex 
asperating vituperation. It owes 
this good fortune to its former 
editor, the late Fernand Xau. 

Le Journal sells for one penny, 
and so do some other ones of the 
papers hitherto mentioned, for in- 
stance, La Lanterne. They are, 
however, not exactly what is 
usually understood as penny pa- 
pers, at least far as France is 
concerned. The price at which 
they are sold is no indication of 
any essential difference between 
them and the sheets that sell for 
two or three sous a copy, neither 
are they intended to cater to a 


as 


different public. What gave to 
the penny paper its distinctive 
character was the foundation of 


Le Petit Journal in 1863 by Moise 
Millaud. At that time a 
penny political daily was in Paris 
in Impossibility The Imperial 
government. then in existence. 


one 
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was not anxious for the dissem 
ination of political literature 
among the people, and had ther 
fore enacted that every issue of 
political paper must bear a stam 
of six cent.mes, or one-fifth mo 
than one cent. Millaud conceive: 
the idea of giving to the people 
small sheet which would talk 
everything under the sun, exce; 
politics,and would, of course, pu 
lish every day, as was and still 
the pract.ce of the more expensi 
papers, an instalment of a 
novel Thus Le Petit Journ 
was at once the paper of the mi 
Three cents, the price of tl 
papers, was much 1 
The one penny of Le Petit 
For pol ti 
“cabaret 


ser 


ion. 
other 
them. 
Journal suited them. 
the men went to the 
where they read Le Siecle. 
Petit Journal was carried to tl 
home, and read by father, mot! 
and children, often even read 
the children to the parents, wl 
had grown up when public scho 
were still rather scarce in Franc 
The influence of Le Petit Jouri 
was from the start enormous 
introduced the newspapers in hw 
dreds of thousands of le 
where it had never penetrated, and 


too 





its readers were soon number 
by millions. Let it be said at o1 
that Le Petit Journal was, and to 
a lesser extent still is, a clear 
newspaper. Millaud was very fort 
unate, perhaps we ought to say 
clever, in the choice of his ass 
ciates. His chief feu lleton writ 


for instance, was Ponson du Tet 
rail, who invented a_ character 
Rocambole, whose impossible 

blood-curdling adventures, al 
ending by the rescue of persecuted 
virtue, thrilled the kindly heart ot 
every market woman, every oui 
riere, every concierge'’s wife 

France. But Millaud’s chief aux 
iliary, the man on whom the fort 
une of the new venture depended 
for a number of years, was the 
writer of the first-page leader, 
Timothee Trim. Paris for a while 
wondered who the man was, with 
a strangely alliterative name, who 
could take up any f his- 


W 











subject of 
travel and 


tory, manners, scence, 
make it attractive and entertain- 
ing well as instructive for the 
crowd. It was soon known. that 
































he was a former writer of Le Nain 
Jaune, Le Figaro an1 other minor 
sheets, whose real name was Leo 
Lespes. Leo Lespes knew very 
little, but had a remarkable knack 
of writing for the uneducated. A 
subject was on his mind just 
long as it took him to write his 
article, and was quickly torgot 
ten. Aud thus he managed, in the 


as 


six years of his association with 
Le Petit Journal, to treat of al 
most every subject that can be 


mentioned in an encyclopaedia. 
After the establishment of the re 
publ.c Le Petit Journal became a 
political paper; but this really did 
not essentially change its nature. 
Polit cs are mentiored in its col 
umns, which have been somewhat 
enlarged, but they occupy there 
only a subordinate place. The 
paper has remained, on the whole. 
what its founder wanted it to be, 
a fa.aly paper. Its rule to 
avoid taking sides so as to offend 
nobody,and to retain its hold upon 
people ot different views. Thus, 
for instance, it is careful to 
neither clerical nor anti-clerical. 

Or Millaud’s 
stirred number of 
Phere time when 
every paper issued 
small one-pennyv edit'on, 
same size as Le Petit Journal; 
there was Le. Petit Moniteur, La 
Pelite Presse, and even for a time 
a one-penny edition of the govern 
ment organ. which was at once 
dubbed Le Petit Officiel. Most of 
those have now disappeared, but a 
form dable rival has arisen in Le 
Petit Parisien. Le Petit Parisien 
is really, leaving political leanings 
aside, nothing but a Petit Journal 


1s 


be 


course, 
up a 
Was a 


success 
rivals. 
nearly 
also a 
of the 


large 
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with another title and other edi- 
tors. The opportunity of Le Petit 
Parisien came when Le_ Petit 
Journal violently took sides in the 
Dreyius case. Its attitude could 
not fail to offend a number of its 
readers. The chief owner of Le 
Petit Parisien, M. Jean Dupuy. 
now a member of the Waldeck 
Rousseau cabinet, was not slow to 
take advantage of it. Instead of 
troubling himself about new feat 
ures, he simply decided to give 
hs public exactly the same thing 
as Le Petit Journal, except in the 
political column. Success has been 
his reward. While Le Petit Jour- 
nal holds its own with a circula 
tion of about eleven hundred thou 
sand, Le Petit Parisien is gaining 
every day, and already issues seven 
hundred thousand copies a day 

There are other penny papers. 
some formerly -attached to one of 
the great newspapers. Thus, as 
there is Le Republique Francaise, 
there is also La Petite Republique 
Francaise. When the former was 
Gambetta’s newspaper the latter 
was its one-penny edition. To- 
day the two ventures are entirely 
separate. While the larger paper 
reflects the ultra-protectionist and 
somewhat nationali.tic views of 
M. Meline, La Petite Republique, 
as it *s called for short, is the most 
brilliant of the socialistic and anti- 
Nationalist organs. 


‘ > 
WHAT DISPLAY MEANS. 
_Display does not necessarily mean 
big or black type. It consists in be 
ing different from your neighbors. If 
everybody is using black type, I would 
use light type and a frame of white 
space. If all the ads were light, I 


would make mine as black as possible. 
Current Advertising 


PUBLISHERS INDIANAPOLIS PREss. 


Gentlemen—We have probably used more ad- 
vertising ‘n Tne Press than any other paper during 


the past six months. 


Our investigations show that 


your circulation is the kind that pays advertisers. 


Very truly, 


R. E. Sprincsremn & Co., Tailors, 


PERRY 


LUKENS, Jr., 


New 


York Representative, Tribune Bldg., 


9 N. Penna Street. 


New York. 
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INDIA DIGESTIVE BISCUIT. 

HOW IT IS FIGHTING ITS WAY TO 
PUBLIC FAVOR. 

A cereal food, which by dint of 
wise exploitation for the past three 
years has captured a very fair 
trade throughout the Middie West 
and South, is just beg:nn-ng its 
campaign in the East. wth the 
view of gaining a national if not 
an international market. This 
product is called “The India Di- 
gestive Biscuit.” A representat ve 
from Printers’ INK called at the 
newly installed office of The India 
Food Company, at 289 Fourth 


hel Tht Thal odes Let Ph el hel Pet Pl el Le el el el Phe Pil del lel Piet dl he The PL Ll thet Pe ee 


PHYSICIANS PRESCRIBE THEM. 
India Digestive Biscuits 


PRINTERS’ INK. 


No Drugs. 


“Until recently the main office 
was at Allegheny, Pa., where the 


factory is, and will rema‘n. But 
we have come here to enter upon 


a broader field of endeavor, hav- 


ng demonstrated to our satisfac- 
tion that not only are the biscuits 
all that we claim them to be, and 
possessing dstinct merits which 
make it effective in improving the 
health generally, but an absolute 
cure for indigestion, dyspepsia and 
constipation “ 

“But aside from this, we believe 
that a thorough campaign of edu 
cation may make this a staple 

“The biscuit was evolved by ex 


CURE DYSPEPSIA. 
No Medicine. 





COMPOSED entirely of the 
digestive portions of cereals. 
One Biscuit twice a day, with 
ordinary diet cures Indiges- 
tion,Constipation or Dyspepsia. 
Ask your Druggist or Grocer 
orsend 65 cents for large box, 





in the February issue of 


THE INDIA 
289 FOURTH AVENUE, 


Bee ae ET ee a ee el el nl el el be hl | el hs a hl De Th 


We prepay postage. 

You take no risk. Send 65 cents for large box (con- 
taining 30 biscuits). If biscuits are not satisfactory, 
notify us on receipt, and we will return money. 

Read the testimonials in the full-page advertisement 


write us for printed matter. 


Priel il tee be ie el el oe ed oe i el el he 


GOoD HOUSEKEEPING, or 


FOOD Co., 
NEW YORK CITY. 


et eet tet Sat ae® 


PAIS bd a LTS bel tel Pil dd el Te hl Ld eh ae el el ed de eT he le el De 


avenue, New York, the concern 
owning the biscuit, and there found 
Mr. F. J. Banks, the treasurer. 
That gentleman vouchsafed the 
follow ng facts concerning the 
company and its product: “The 
company was incorporated a 
stock concern in August, 1899, 
under the laws of Delaware. Its 
president s R. B. Belden, its sec- 
retary W. H. O'Hara and I am 
its treasurer. Previous to incor 
poration it was a private com 
mercial enterprise. doing business 
under the same name, wth the 
exception of the added word ‘in 
corporated . 





haustive experiment on cereals, ex 


tending over a series of years, by 
Mr. Belden and a corps of trained 
chemists. It was only when they 
were thoroughly _ satisfied ,that 
nothing comparably good in cereal 
had heen presented to the world 


i 
that they put it on the market. 


“And now I would noint out 


fact that we make the most of, 


and that we have incorporated 
a catch-phrase, and wish to fam:] 
ar.ze the public with. This 


that the biscuits are a food—not 


to appear every 
name 


rh 


a drug Phat 
, , ‘ 
nere 1 POC 

' 

t 


rary 


le reame : in 
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ind so is the trade-mark, which 
las been copyrighted We have 
adopted the camel, principally be 
cause that animal's stomach is 
considered capable of digesting 
nyth ng—a state into which we 
believe we can bring the human 
stomach if it uses the biscuits ju- 
diciously—as per d rections. 

“As to our advertising? Well, 
from the start we advertised ex 
tensively throughout the West and 
the South. We used newspapers, 
period cals, billboards and circu- 
larizing. We did no demonstra- 
tion and did not depart from di- 
rect advertising—by which I mean 
we gave away no novelties and 
used no sensational methods. 

“Our list of publications, al- 
though perhaps not embracing the 
leading magazines, was and is a 
very large one—no less than sixty 
to seventy, aside from the dailies 
n most of the cities. As repre 
sentative of such I would mention 

they are the first which come to 
my mind—the (Cincinnati) Am- 
rican Girl, the (Philadelphia) 
Vational Illustrated Magazine, 
the ( Philadelph‘a) Woman's 
idea, Welcome Guest (Portland, 
Me.). Most of our selected pub 
lications were good enough to aid 
us with voluntary reading notices 
\lthough we have done no key- 
ing we believe results were good 
from all our methods. 

“Our outdoor display was ex- 
tensive, consisting of especially 
good posters. There is one,” and 
5 





r 


Ir. Banks po-nted to the wall, 
“we have used many of them 
through the West,and you will soon 
them on Eastern hoarJings. 
“But our main work has been 
ircularizing. The lists we have 
nt circulars to number hundreds 
thousands of names. We have 
ght a quantity of varied au- 
ed lists, such as dyspeptics, 
2 school teachers, profes- 
inisters. Then, too, we have 
culled names from the elite d'< 
ectories of various cities. We 
find that physicians have been very 
ve in helping us. We have had 
biscuits adopted in many san 








We 


nt 


have alwavs adopted dif 
forms of circulars, and in 
ty either have other good 


3 
advertisements or live testimonial 
on the backs of such. 

“The returns from circularizing 
have been very satisfactory. They 
generally result in direct sales 
Sometimes, of course, they are 
merely inquiries. Thereupon we 
mail copious literature, and nearly 
always get good results. 

“It is our endeavor to get th 
customer to make the dealer in 
his neighborhood carry the bis 
cuits. Gradually we are getting 
dealers everywhere to adopt them 

“But you must remember that 
we do not rely on advertising 
alone. Oh, no. We have a large 
force of traveling salesmen. They 
aid the advertising, and in turn 
are aided by it. 

“We have made no advertising 
appropriation, but simply made up 
ur minds to adopt whatever 
seemed judicious, and are prepared 
to expend many thousands of dol- 
lars during this first year of in- 
corporation. 

“So far we are well satisfied.” 

J. W. Scuwartz. 


maie +o a 
THE CARDINAL FAULT. 
rhe cardinal fault in most advertise- 
ments is that they say notnming. They 
ire like a traveler walking into a place 
of business, laying his card down, and 
walking out again. Why cannot an ad 
vertisement be made to talk to the 
reader of a newspaper as a_ traveler 
or a shopman talks to his customers ? 
Newspaper an Poster Advertising. 
. — — 


ILLUSTRATED EXTRACT FROM 
PFESTIMONIAL, 


ou 





HAD A GNAWING 
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THE “LADIES’ TIOME JOURNAI 
Ottice ot 

THE Curtis PUBLISHING COMPANY. 


New York, Oct. 27, 1900. 
Editor of Printers’ INK: 

In the article, Protecting the 
Reader,” in the October 24th issue of 
Printers’ INK, there is a_ statement 
that The Ladies’ Home Journal de- 


clined publishers’ advertising in Decem 
ber, because they did not consider it to 
their “‘best interests’ to accept it. I 
should like to state that have no 
rule whatever against tae acceptance of 
publishers’ business in The Ladies’ 
Home and that we are always 
glad to insert it if we have room. We 
do not, however, believe that it is good 
business judgment to omit the adver- 
tisements of regular customers, and 
insert a large amount of publishers’ 
business that is given to us once a year, 


we 


Journal, 


unles we have room for it All pub- 
lishers’ business, sent us for our De 
cember number, was accepted and 
scheduled for insertion in the order 


in which it came Most of it was put 
in type and held ready for insertion if 
it could be given. We had, however, 


many columns of regular business more 
than we could insert. 

Few advertisers seem to be aware 
that The Ladies’ Home Journal dif 
fers from all of the regular magazines, 
in that its publishers do not and will 
not add to the o iginal allotment of 


advertising space 1e advertising de- 
partment is given a ccrtain number of 
columns to fill. This measure is not 


elastic, and when all the space is taken, 
beyond 


every advertisement that goes 
the original allotment is omitted, no 
matter what the size or quality of it 
may be. ‘ours truly, 
E. W. SpauLpIne, 
Manager, New York Office. 
~o 
AN ANGRY ADVERTISER. 
Ortrumwa, la., Oct. 28, 1900. 
Editor of Printers’ INK: 
How's this for an unique advertise- 
DO THIEVES 
EVER READ THE 


NEWSPAVERS? 

If they do and see this they will be 
wise to keep out of my _ store I'll 
make an example of some of the visit 


ors who come to my store and put 
small articles in their pockets, and if 
I find the woman who stole a_ small 
plate t other day. and as a conse 
quence spoiled the set, I'll make it 
cost her ten times the price of the 
whole set. I want such people to keep 
away from my store; I don’t want their 
trade. 

. C. Wymas, 113 and 15 South 
Court St. 
ment? It appears in the Ottumwa 
daily Courier. M. ¢ 


<o> 
ONE WAY OF VIEWING IT. 
Advertising is not a necessity; neither 
is the telephone, nor the telegraph, nor 
the limited train; but they are mighty 
convenient when you want to get there 
quick.—Waterloo (la.) Tribune. 
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\ PIANO SCHEME. 


“A local piano firm 
scheme last spring,” said 
man, of Eau Claire, Wis., 
the business of many of 
stores, and especially of 
and dry people, a pretty fair 
| piano company had _ the 
retail merchants canvassed fo: 
following proposition The ob 
ject was to give a piano to the charit 
religious organization getting 
t votes. Each local dealer was 
to contract to do so much advertising 
innouncing the fact that at their store 
were to be received “very pur 
chaser of so much worth of merchan 
entitled to cast a vote for 
the society of his choice. The peopk 
vied with one nother in their en 
deavor to get votes, as by so doing they 
contributed directly to charity. The 
stores handling a general class of goods 


concocted if 
Theo. Hoff 
“that gave 
our retail 
the general 
goods 
woost The 


various 


the most 


aise was 


naturally got the most trade. The dry 
goods stores came next, as women took 
special interest in the scheme. rh 
piano firms got an amount of adver 
tising that was many times worth th: 
value of the piano given away.’’—-C/ 

cago Dry Goods Reporter. . 


+o 





“* PIRLE” 
Skirt does not 
mark or cockie 








FROM LEADING DRAPERS 
Or particulars from 

EB. RIPLEY & SON, 

100c, Queen Victoria Street, London, E.C. 








PRETTY, 
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NOTES. 


Indianapolis tailor 
heads -x-Presiden 
Beany-duved here 


} 
nis 


on 
Harrison 


\N has 
letter 


Vas 
for November 
ot New York 
attempt to describe 
of a metropolitan 


In Munsey’s 

The Journalism 
Ilartley Davis, an 
the editorial 
daily. 


appears 
Dy 


creation 


Imerican Illustrated is the 
name of a monthly devoted to the artist 
vho draws for reproduction, issued by 
the Alt. F. Clark Co., Scranton, 
at one dollar a year. 


Tue 





outside his 
Never mind the 
but try a few links of our 
Island sausages.” Who 
ridiculous sign 


SAYS a butcher 
Broadway 

golf links, 
fresh Long 
sausage a 


Brooklyn 
store: 


ever 
Scuneiper & Dopps, tailors, of 
ark Place, N. Y. City, say in a 
lar: “Some men dress well 
they are prosperous, while others are 
prosperous because they dress well.” 


becaus¢ 


ind., offers 


every oy 


\ cLoturer of Bluffton, 
Christmas present 
mother purchases $1. more 
time. There is no timit to 
of that may be 


hose so or 
the 


thu 


it one 
number 
btained. 


presents 


for booming 
to offer free 
an $8 suit 
Several firms 
are no 


London idea 
business is 
shoes with 
measure! 
metropolis 


ue latest 
ie clothing 
pair of $2.50 
oth made to 
n the English 
naking this offer. 


To adv 
tising to the 
by the Phelps 
called ‘Frankly 
sonal Interviews,’ 
esting and valuable 


Misses M M 


rtisers interested in adver 
farmer, the book just issued 
Publishing Company. 

Told Truths and Per- 
will be found inter- 


SAILIE and M. B 
Melville have been traveling on bicycles 
hrough Louisiana, Texas, Tennessee 
ind Arkansas, advertising the Craw 
ford shoe. The girls wore white shirt 
waists, red ties, red caps and gray 
kirts In silk letters on the skirts 
vere the words “Crawford shoes.”— 
National Advertiser. 

EIGHT newspapers are regularly pub- 
lished in Bangkok. The most impor- 
tant of these is in English, the Bang- 
kok Times, which is published daily. 
Other papers printed in English are 


the Siam Observer and the Siam Free 
Press. The leading Siamese naner is 
the Rachakitchanubeksah, or Govern- 
ment Gazette, printed at the govern- 
ment ome office.—National Adver- 

er, New York. 

More and more the first page, in 

th dasties and weekhes, is being 
cleared of advertising In the largest 
cities, the daily that shows display or 


its “front” is the exception; among 
small-city dailies the tendency is als 
unmistakable; and every little while 
we hear that another among the most 
progressive publishers of country week 
lies has reserved, solely for news, the 
page by which in the majority of cascs 
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the character of all the pages is judged. 
Newspaperdon 
Ira F. Crark & Co. give to each 
farmer who purchases goods to the 


one of the latest improv 
ed handy egg cases. The case is a neatly 
constructed wooden box of convenient 
size, with bail, making it easy to carry. 
It has a capacity of twelve dozen and 
arranged that one egg can be 
as_ safely transported as a case full. 
When the is empty the owner can 
use it as a receptacle for purchases 
made while in town.—Portland (Me.) 
Express, Oct. 12, 1900 
An undertaker’s 
tised for sale in an 
in terms which are 


amount of $10, 


Is so 





oe 





business is adver 
English newspaper 
really hardly such 
encourage any one to become a 
permanent resident of the locality. 
\fter stating that he is retiring from 
business iltogether the advertise 
praises the town thus: ‘Sanitary ar 
rangements much neglected; mortality 
from fevers excessively high; total 
death rate 10.7 higher than any town 
withi radius of fifty miles; one trad 
competitor (carpenter) only. Excellent 
opening for energetic man willing t 
put heart into the business. 


A Goop 
in a 
street outhtter 
vindow _ 
large black | 
however, is 
combination 
from shining 
glass artificial 
man dressed 


as to 








his 
seen this 
State 


night 
window 
In 
— 
yoard is 


attraction is 
of a large 
the center of 
appears to be a 
laced. The board, 
glass coated with a black 
which prevents the light 

through Behind the 
ligh ts placed. \ 
up as a country school 
teacher stands in front of the board 
hes with a_ stick. The stick 
scratches off the paint, allowing the 
light to shine through 
distinct trace as chalk 
The attraction takes 
Chicago Dry Goods 


THE 


week 
the 





are 


ind sket« 


and giving a 
black board 
wonderfully well. 
Reporter. 
irlington & Quincy 
R. R., of igo, Ill., are sending post 
paid for ‘ten cents a map of the 
United States mounted to hang on 4! 


on 


( re igo, 











wall. This map shows in colors besides 
the States, the various divisions of 
territory acquired by the United States 
since the Revolution, such as __ the 
Louisiana purchase, tl Texas annex 
ation, the Gadsden purchase, etc. It 
is almost a perpetual ad for the road, 

the name “Burlington Route.” is 

‘nted on the upper margin in large, 
bold type, and the map being so con 
venient for hanging, will probably, 
adorn the wall of the home or office 
of every recipient fortunate enough 
to secure a copy. 


+o 
IN LETTER-HEADS. 

When you get a letter from a man 
who uses a simple, clean letter-head, 
containing nothing but his name, busi- 
ness and address, set up without any 
effort toward display, you are impressed 
with the fact that your correspondent is 
a solid, dignified, reliable business man. 
But when you get a letter written un- 
der a spread-eagle, sprawly letter-head, 
full of curlicues and other nonsense, 
the impression you receive is far from 
favorable.—Patent Record. 
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BRIGHT SAYINGS. 


its marked copies of print- 
ed advertisements in which bright 
ings,’”’ terse and epigrammatic expressions, 
appear. There are many of them, and some 
of them are very good. 








Say- 
































ONLY one vality—-the best 
OFTEN r n 
WE go whereve p 
ke s 
f 
eve é f 
fe 
‘ ‘ 
lo cons ‘ 
i the 
I1 Ss les 
ates the 
ink t d 
S n pr ¢ 
Beauty provler solve 
of Packer’s Tar Soa 
Just think what k t yu 
want, and depend up it here 
ACH i t 
one uld M 
order 
We \ t t r sed 
man 1 t « ne KWea 
silks. 
NX ¢ 
‘ P S 
s e expe 
sive k 
REASONABLE profits eliable goods 
zht treatment, are the three R's of 
t house. 
(ys ’ + 
] c « ¢ 
HE quotations that follow stand for 
reat worth, but thev do not ji e 
the variety of weaves on _ view. 
thing but a_ personal sit can do 
that. 
It’s one thing to cut the price of a 
Carrice over, sé le | or ut of-date gar- 
ent—it’s quite another thing to offer 
the newest of the new at prices like 





WE n ike — no apology for 





















xactly the shapes of the ike 
or for marking tnem at half, or less 
in half, 1 1 ‘ The benefit 
i ertainly yours 
Tue best of every worthy grade is 
what we me t le I erve 
vou better, to make t t more help 
il and more we ‘ u ou 
Il t time 
nl vs 1j y , 
‘ ( ‘ 
1 and |) 
THis is a boys’ store. \ n t say 
s’ stores, for the hat st the 
thing store, the furnishing store and 
t shoe store for bo are individual 
tores by themselve big store 
ING «€ t 
t ecke | ien he 
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turned dov “Something equally 
good”’ is what you’re offered when you 
go to > wr store for the right 
hat. 

Deap men’s good intentions never 
helter the homeless nor feed the 
ng Good ts unfailingly pre 
duce good results. One of the best of 
eS¢ t get life nsuranece Get it 

\I 1 Lif 
\\ « 1C€ s 1 prep 
‘ ; a ¢ the 
« tT ente « I rt pe 
It s « g | ss t elig t 1 
essure extract ft the « ce 
Conc es t ‘ 1« rT 
ess 1 


IF you live out of town, we are very 
anxious to have you write to us about 
your wants. We will take just as good 
care of your premises as if you came 
here yourself. We are anxious to get 
orders by mail. Just send us an order 
and see how promptly we fill it. 
READY-TO-WEAR clothing has many 
advantages—the most prominent is that 


it is ready to wear. There’s no wait- 
ing—no fuming because you don’t get 
your clothes when promised, and the 
moment you see a ready-to-wear suit 


you know whether or not you like it 




















i cig 
« t t rt ] 
y ’ 
Is, gorgeous ‘ 
g, and gay poste 
Wher 1 buy “Be 
1 pay for a solid, 
eet. rich smoke, 
| it’s enough. 
| i. a t 
1 ilu f 1r pes Dr 
Tohr s Ss In ntial con- 
ents ‘ 11 resem 
€ to s ” ewe 
kk ilk. 1 t tl 
s mothe Its 
re elements feed ‘ 
c l T nd the 1t 
S ] h, re r 
iten y 
e! en the le nd make fles 


requirements of the law demand 


sort 





of 








that we be clothed in some gar 
ments. Here our legal responsibilities 
cease. The unwritten laws of society 
go much further than this, and dictate 
the style of garments which will be 
worn at different times and _ seasons. 
t goes without saying that whatever 
the style of garment, it must fit prop- 
erly. This a point of the utmost 
importance 1 cannot be emphasized 











too strongly Another essential of 
equal importance is workmanship. If a 
garment is not pronerly made, it wt 
soon lose its lap and become un 
sightly, no matter how perfect the fit 
may have been. To be sure that your 
garments will embody the two vital 
features you ould first of all place 
ir order with a reliable tailor—one 


uocan dep« nd on If you place your 





order with us you are sure to come 
gain You'll stay with us all the tim« 
We'll d such good work and plea 

1 » well that you'll not thinl 
eaving us. 
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WHAT SOME PUBLISHERS ASSERT. 

**Z said in mv haste all men ave lars."—Psalm cxvi., U1. 
The paragraphs in this department are inserted without any charge or 
payment. A publisher who has a good story is invited to tell it as tersely as 
e can, setting up the most substantial claim he habituallv uses to influence 
advertisers. Alth ugh a publisher need not necessarily refer to any paper but 
his own, there will be no obj: ctions to comparisons. What the publisher 
sends is published as com/ny FROM HIM. It is his privilege to praise his own 
aper all he likes, for what is wanted is what can be said in its favor. What 
he does say, however, ought to be truae—adbsolutel; 


ALABAMA. vill accept contracts with the wunder- 
ymmery (Ala.) Advertiser (1) I standing that the circulation claim 
Alabama paper in renceand ed will be proved to the 
circulation satisfaction, before the ; 

paid, and no publishing house could 


ronant (2 Is th do this unless they were actuaily 


Montg 


> 





lvertisers’ 








CALIFORNIA. 
San Francisco (Cal.) A 
eading weekly west of ( 






cago and offers to ing and mailing the full circulation 

















the advertisers the best medium on the Pacific promised. 

Coast. Its circulation exceeds all other weekly Chicago (Ill) Record has a larger paid « 
jlications in this section of the country,and culation than any other two-cer paper e 
roes almost exclusivels o the homes cf United States. It has the largest—much the 
well-to-do, the peop] o are purchasers. largest—morning circulation in Chicago. It 

Vherefore, if advertisers des to secure cus- has very much the largest out-of-town circula 

mers on this coast the Argonaut is the me- tion among Chicago dailies. It circulates in 
dium for their purpose, every State and Territory in the Union, but 


chiefly in the Northwest 
ILLINOIS. : - aia 
Chicago (Ill.) sural Life (1).—Will 
carry ov all advertising contracts for 
the Western Plowman ; as absorbe 
people ot the twin cities, Cham mR ee ‘ Fi shee -— has -s ; — 
nd Urbana. The Champaign Co Ne 1€ ~~ gy ption ist which -- 
, ’ , onge¢ Of - n urng 
Wednesdays and Saturdays—covers thoroughly nge to that popular farm journa 





Champaign (Ill.) Mews (1).—Dai/v 
ifternoons except Sundays. Is read by all 








ghly - - : 
rv township. more than «os rosperous YOU cannot cover the Western field 
yple sis Tt thoroughly without using the columns 
Chicago (Ill.) Daly News (1).—Not only ot ural Life. a > 
is, first, a larger paid circulation and, second, ‘Chicago (Ill) Wool, Markets and 
1 larger paid city circulation than any oth Sheep (1) Is recognized) on every 


T 
Chicago paper, but —leaving out of account hand as the leading authority in Amer- 
the Chicago Record —it has, third, a larger ica on all sheep questions It is a 
paid circulation in the « of Chicago than all 
the other Chicago English dailies combined 
advertising rates of the Chicago PDaz/y 
vs are the highest, in price per lit 1 








Advertisers certainly cannot 
to overlook the sheep-men 
is no other paper which reaches 













































\ i so many of them. 
Chicago Sunday papers excepted but in Joliet (111.) Daz/y News (2).—In its 223 vears’ 
price per line per thousand paid circulation exi > has seen the passin seven 
“*for value received’’—they are conceded to b papers and numberless weeklies, all having a 
ncomparably the lowest in the United States pecial mission to destroy it. hat it surv s 
Chicago (11l.) Grocers’ Criterion (1).—The is due wholly to liberal managem 1 piles 
t medium for reach general merchants of hard work. It championed every | 
nd grocers of the Middle West. Hav 1 and has aimed to popularize them at the 
got the retailers “‘in line’’ who sell vour « pense of the saloo and cyrsse Iness in general 
of goods in this territory? The Grocers’ ! and particular It has no apologies to make, 
terion has 11,000 progre sive, prosperous, pur- for it does n rt fe dont has beens ”’ of lif 
chasing subscribers. Each one a possible cus- It serves the living present with 6,000 da S 
tomer for you : ind 2,300 weeklies 
Chicago (111.) Hemdlandet (2).—Is the oldes INDIANA 
Swedish new United States, hav Monticello (Ind.) // e Co, Democrat 
n estab ied in 1854, and continuously The only Democ paper in White County 
1 from ¢ since It is essen- Largest circulation of any paper in the county 
lly a farmer ing but a limited A circul gust 17, 1900, 1,505; now 





ci Nation in the 
‘h » (INL) Zuter-Ocean (1 The actual 
paid circulation of the J#ter-Ocean ave Davenport (lowa) Catholic Messenger ( 
daily and 80,000 Sunday. The Circulates in every county in Ohio, in Western 
- g lists, postoffice receipts and paper bills [llinois, Eastern Nebraska, North at vutl 
ur inspected hy advertisers at any time Dakota, with subscribers scattered thraughot 
These are facts, not theories nearly every State in the Union. It represent 
Chicago (Tll.) Nichols’ Monthly (1). the Catholics of the West and all Catholi 
The publishers of Nichols’ Monthly Irish societies of the Stat 





IOWA, 











EXPLANATION Des Moines (Iowa) II’allace’s 
. 5 yet = (1).—To reach the West Iowa 
From printed matter emanating from andl Mnctine 
the office of the paper and used in connec it edium 1s so effective as 





§ 
tion with its correspondence immer It stands without a rival as 
2) Extract from a letter or postal card. the high-class agricultural paper of the 


Extract from the columns of the paper ite It is the onlv agricultural paper 
“. es either as advertising or reaqing in the State that requires pay in advan 
atte 
4) Ry word of mouth byarepresentative for suhscrintions and Stops when tl 
of the paper. he only one that re 
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fuses to advertise mining schemes, fake 
machines, tin-can separators, ete. It is 
by all odds the best and cheapest ad 
vertising medium for reaching tue 
really top farmers of the State. 


KENTUCKY 








Shelbyville (Ky.) Steléy Record (1).—An 
illustrated paper that people read. We hold 
the field against all competitors. The best 
advertising medium. 

MAINE. 

Bangor (Me.) Commercial (1). 
Easily the best paper and largest cir 
culation in Eastern Maine. Any 
statement of a Bangor daily paper 
claiming lager circulation is simply 
absurd. 

Lewiston (Me.) Sun (1).—Lewis- 
ton and Aiburn (twin cities—no pa 
per published in Auburn) have near 
ly 35,000 population. fhe Sun is the 
only —— paper in these two cities 
and in Androscoggin County. 

Portland (Me.) Express (1).—Cir- 
culation exceeding by 50 per cent tuat 
of any other Portland daily. .rdver- 
tising taken upon a guarantee of 8,-oo0 
circulation or no pay. 

Rockland (Me.) Star (1).—Only 
daily in Rockland. No other daily in 
Knox County. 


MARYLAND. 

3altimore (Md.) Herald (1).—The morning 
and Sunday Hera/d are indispensable adver- 
tising mediums. 

Hyattsville (Md.) Prince George County 
News (2).—Is the largest paper published in 
Prince George County, Maryland, and has a 
combined circulation, having consolidated with 
the U. S. Department News-Eagle. It is the 
only Democratic paper in Hyattsville,is printed 
weekly on elegant book paper, no plates no 
advertised patent insides. Will reach most of 
the inhabitants in this part of Maryland. One 
of the best mediums to reach the farmers 

MASSACHUSETTS. 

Boston (Mass.) G/ode (1).—Within 50 miles 
of Boston City Hall there are 2,500,000 people 
—more than 1-30th of the populatic mn - the 
United States. ‘Taking into account the char- 
acter, wealth and intelligence of the pex she in 
this so-mile circuit, here are 1-1s5th of all the 
buyers of goods in the United States. The 
Boston Glode, daily and Sunday, covers this 
territory, and has a much larger circulation and 
a much larger advertising patronage than any 
other newspaper in New England. Itaveraged 
in 1899: Daily, 188,329; Sunday, 
Over 60,000 more than any other Boston daily. 
Double that of any other Boston Sunday paper. 

Boston (Mass ) Heradd (1).—The advertisers 
in the Boston Herald reach the best constitu- 
ency in New England. The September circu- 
lation of the Boston Hera/d averaged 169,952. 
Ihe September circulation of the Boston Suz- 
day Herald averaged 166,288. 

MICHIGAN. 

(Mich.) /vree Press (1).—No wise 
advertiser attempts to cover the city of Detroi 
or the State of Michigan without using the 
Detroit Free Press. Guaranteed circulation : 
Daily, 42,530; Sunday, 52,512. A large pro- 
portion of this circulation is not duplicated by 
any other paper 

Detroit (Mich.) Journa/ (i1).— Evening, eight 
to twelve pages; two cents. The only metro- 
politan Republican newspaper reat R 
publican State 


250.86 





Detroit 





Detroit (Mich.) News and 7 rtbune (1).- 
(Combined—all advertising appears, in both 
papers), Cover Michigan ing y. Aver- 
ge circulation over 75,000 daily, by bed in ex- 





cess of all other Detroit: paper n 

















leads Sundays; circu 
The most searching inve 
books and records invited 


The News-Tribune on 
lation over 44,000 
tigation of circulation 

t all times 

MINNESOTA 

Minneapolis (Minn.) /Vsmes 
rates. Honest circulation. Daily average cir 
culation exceeding 30,000. Sunday 
Carries nearly as many paid classified adver- 
tisements as any two other Twin City paper 
combined, 


(1).— Honest 


40,000 





SSISSIPPI. 

Meridian( Miss.) Fraternad Echo (1).—Guar- 
anteed circulation 4,000, in the following States 
Mississippi, Alabama, Florida, Tennesse 
Kentucky, Loui ae Arkans_s and Texas 

Meridian (Miss.) Sta? (1). -Hasa larger cit 
culation than any other newspaper publishe« 
in East Mississippi. 

NEBRASKA 

Blair (Neb.) Danskeren ( ~Has a circula 
tion of over 8,000 copies wee kly. It reaches 
large per cent of the Danish -American peopl 
in the Northwest. The amount of advertising 


is limited to a small per cent of the reading 
matter. 
NEW JERSEY. 
Passaic (N. J.) Record (1).—The best home 
paper in the county—-has for its constituent 


the people of the city and suburbs. The ad- 
vantages which it possesses for those who wis! 
to bring their business to the attention of the 
people are obvious. 
Reg coon son (N. J.) News (3). The News 

» best advertising medi um in this section of 
New Jersey. It has the largest circulation of 
any newspaper pablishe di in Paterson, Passaic 
County or this Congressional District. It is the 
it want medium. A want ad published last 
week received in reply one hundred and twenty 
three letters, and that ad cost the advertiser 
just a quarter for three insertions. The Nez 
not only has circulation, but proves it an 
m. kes contracts upon a guaranteed circulation 


basis. 





gre 





NEW YORK. 
New Vork (N. Y.) Journal (1).—Has the 
largest daily circulation in the world. 


New York (N. Y.) Navy Chronicle (2) 
The NM. ry Chronicle, illustrated, embraces a 
world of its own, Is the illus.rated monthly 


that oe s justice to “everything naval.’’ The 

official organ of the National Association Nava 

Veterans U.S. of A. Representative publica 
Ss 


tion of the U. S. Naval Reserves, U Nai 
Yards and _ stations Enlisted personnel 
U. S. Navy. Their money comes easy at 


It has prestige. 
onto, 

Ashtabula (Ohio) Beacon-Record (1).—1 
the only medium by which advertisers ¢ 
thoroughly reach the people of Ashtabula City 
and Harbor, Geneva and Jefferson village 
and the surrounding country. Jelegrafh 
established in 1850 and over half a century old 
is the largest and best all home print county 
weekly published in Ohio. As an advertisin g 
medium for reaching the farming commun 


goes easier 


in Ashtabula County it is without a rival. 
Cleveland (Ohio) Plain Deader (1).—2,819 
the number of columns of advertising print 


by the Cleveland Plain Dealer in exce 
that printed by the Leader in the eight mont! 
of 1g00 ending September 1. This equals 4 
full pages of the Leader. 
Jayton (Ohio) Mews (1) 
ear h month since the first of 


Sworn statemer 








verag for nine months of 16,259. 
ress of the paper has been appreciated, as i 
shown by an increase in the volume of bo 


foreign and local advertising to the extent ot! 
about twenty-five per cent, while the rates hav 
been increased since last year approximat 
one hundred per cent. 
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QUEER PERSONALS. 

A Yankee tailor in Buenos Ayres an- 
nounced that a voung woman of beauty 
and fortune wished as a husband a man 
of pleasing presence and_ honorable 
character. It was important that he 
should be a stylish dresser. The Ar 
gentine swells did not stop to think that 
beautiful and wealthy girls do not, as 
a rule, have to seek husbands through 
the personal column. The replies were 
numerous, and afforded to the tailor a 
fine list for ci: ar distribution. He 
reasoned that the young men who would 
snap at such a bait could scarcely fail 
to be good customers. 

Several years ago a wag in Paris pub 
lished in several journals the following 

“Leave the city at once. My hus 
band unas discovered everything 

That day the trains to Belgium were 
all overcrowded.—National Advertiser 

_ 
MUNYON’S FAME 

‘He loaks just like Munyon,” said 
i New York woman as she looked at a 
newspaper portrait of Bryan, with his 
forefinger impressively lifted.—Nationa!/ 
{dvertiser. 

ss 


Classified Advertisements. 


Advertisements wider this s head two linesor more, 
without display, 25centsa line. Must be 
handed 1 one week in advance 


WANTS. 





DVERTISEMENTS for the EVENING Post, 
4 Charleston, 8. C 

INC mining in Missouri. Circular free. M. W. 
4 GIBSON, Joplin, Mo. 


] RUM cylinder r bress, “sheet 30x44, for cash. 
P. O. Box 2341, k. 








AM ie) hap eman Neg ake p inting E per: 
O. B., Mason St., Pawtucket, . 
DVERTISEMENTS for the paper with large st 
d local circulation in Charleston, Ss. ¢ THE 
EVENING Post. 





HAVE waste power and idle presses which can 
be secured cheap for long runs. Address J 
4. WAYLAND, Girard, Kan 


WANT to buy a Duple ‘ Fu it Bed Perfecting 
Press, Address F, A. T, care S, C. Beck 
with, Tribune Bldg., New York City. 


\ N editor of a metropolitan daily, holding a 
permanent position, wants place as editor 

or manager of paper in smaller c:ty in the East 
*B. W.J.,” care | rinters’ Ink 


WANT to do the edvertisine for some firm 

who expect results and are willing to pay for 

knowledge, exrerience and ability. Address 
HUSTLER,” care Printers* In 


\ ,ANTED—To sell at low figure a growing 
farm paper property worth double price 

asked No better opening in the south for 

hustler. E. E. ADAMS, Lebanon, Tenn 


»USINESS manager of good country weekly 

» near New York. To care for business mai 
ters, collections, office details, oi State exper 
ence and salary expected. “J ’ Printers’ Ink. 


INGLES—Advertising jii one for all tra es 
° That is my specialty. They are the pithy, 
pointed, bee kind, and are profitable at the 
price. “ JACK THE JINGLER,” 10 Spruce St , N.Y. 





‘EWSPAPER man who knows how to get up 

early in the morning, is not afraid of werk 

and doesn’t watch the clock while at work, 

wits place on daily in small city. Good writer 
and solicitor. “ H. *Pr rinters’ Ink. 


| RADE PAPFR PU BL. LISH! RS—Journalist of 
wide ex erience writes origimal articles,cor 
: sponden e and interviews. Photos, if desired. 

slations from foreign ex a wM.c 
Hik SCH, Postoffice Box 2241, New York 


-RS’ INK. 2Q) 


) ALD’S NEWSPAPER MEN'S EX¢ HANGE 
recommeds competent rep’rs,editors & adv’ 
men to pubiishegs. 15Cedar St., Springfield, Meee 


[STABLES ‘HED Chicago ‘loa paper (one of 
4 two) wants successful advertisin ¢ man to 
take $1,000 stock and manage | aster! n office. Ref 
erences, Address “ REX,” care Lord & Thoma . 
1018 Am, Tract Society Bldg , New York City 


) RDERS for 5 line advertisements 4 weeks $10 
in 100 lilinois newspapers ; 100,000 circula 
= - we : kly ; other \\ estern weekly pape rs same 
Ca oomve on application. YHICAGO 
NEWSPAPE R UNION, 1 Spruce St., New York. 


YERSONAL—To the firm who needs the serv 

ices of an adwriter now is your chance. I 

am open for an engagement where good work 
will be appreciated and followed by advanc« 
ment, Address * EXPERT,” care Printers’ Ink. 


CHANCE to learn the linotype and detai's 
Special rates to operators desiring mechan 

al course. Fecniros ry branch thoroughly taught; 
oe nthaler Linotype Co., New York. 
f MERGENTHALS R LINO- 

TYP rE sc Hi sOL G St.,N. W.,Washingtun, D.C. 


\V ANTED Position as Wes 

at cago of an ern publicat ion of 
high class by an experienced young man ars 
old, can give the os ag we Chicago referen am 
also ple ased to refer by permission to Mr. Geo. 
P. Rowell, nublisher ef ‘PRINTERS’ INK. Address 
“ R. B. L.,” care Printers’ Ink. 












ern represen ative 













\ ’ANTED—Energetie representative carable 
of presenting intelligently an impo tant 
business proposition to manufacturers and 
wholesalers. The position will pay large re 
mune ions and a permanent income is as 
the right kind of aman. State experience and 
references. “B.W 1s”? ure Printers’ Ink. 









DVERTISING rep esentative, of demonstrat- 
4 ed ability, at present doing highly suc 
ful work for prominent magazine, for purely 
person. reasons desires to change. Would con- 
sider proposition from standard public ation of 
spots worth to advertise se Full partie’rs only 
receive atti ntion. “ EARNEST,’ Printers’ Ink. 


Vg oe en ag solicitors wanted in all manu 
4 facturing centers as local repre: entatives 
for an export trade journal. Should have pe 
sonal acquaintance with manufacturers in all 
lines and be able to devote a reasonable amount 
of time. Liberal arrangements insuring per 
manent relations. Address “ FOREIGN,” care of 
Printers’ Ink 


\ 7 ANTED—Some one willing to get rich. I 

have the following formulas for sale : Per. 
fume Powder, Ink Powder, Sheet | luing, Magic 
Transfer Fluid and Lightning Eradicator. These 
are the secrets that have made millionaires. Do 
you command advertising space? If so, send me 
$1 for the five formulas or 25 cents for any one 
of them and turn your advertising space into 
gold. Address JOHN T. MASON, Hancock, 
Maryland. 








IUBLISHERS, uve our method of increasing 
your subscription list Insures a steady 
growth each week, is limited only to the enter 
prise of the circulation manager. Adapted to 
city or country papers. Money returned after 
first month’s trial if not eutirely as represented 
or if the plan does not bring subscribers. Has 
been and tee some papers for years with satis- 
factory results iid to only one paper in acity. 
Nevv subscribers cost less than 5 per cent. Our 
methodsare reliable and our subscription plan is 
worth hundreds of dollars to any well contacted 
paper that is reaching out for new subscribers. 
© premiums, no canvassing. Full particulars 
an i everything necessary for adopting the pla”, 
£1. We cern refer to re'iable papers using our 
method THE UNITED PRESS, 54 N. Ninth St. 
Philadelphia, 





~<- “ 
COIN CARDS. 


29) per 1,000. L for more: any printing. 
OB Pik STATIONERS MEG. Cn Tetrent Mick, 
+e, 


DECORATIVE DESIGNERS. 


OOK covers and designs for lithographers 
PLANT & HOTCHKISS, 150 Fifth Ave., N. \ 





COMMERCIAL DESIGNERS, 


I] ESIGNS and cuts furnished for atvertioets 
PLANT & HOTCHKISS, 150 Fifth Ave., N. Y¥. 














) 








ILLUSTRATORS AND ILLt STRATIONS 


aES and ink, wash draw ings and color work 
PLANT & HOTC KIS 150 Fifth Ave »N 





WINES. 
] oF. c HAMP. “ IS MADE, sentfree. C. E. 
VEZEY, with Beothcrhood Wine Co., 
New oe City. 
BOOKS 
‘te ¥-* E your — My book — capacity 
0) cuts, wiih “tracer mailed for 2¢ 


FRED H. CLIFFOKD, Bangor, Me 


POSTAL C (RDS BOUGHT. 


haere ELLED printea or presen postal 
rds ond stamps bought for cash BURR 
MANU F AC TURING CO , 614 Park how Bldg.,N.Y. 





— +> 
SPECIAL REPRESENT: ITIVE. 
D. La COSTE, 
° 38 Park Row, New York, 


pecial representative for leading daily news- 
papers, 

+o 

ADVERTISING 

\ i RCHANTS,mfrs., 

° “ live’ salesmen 

end for bargain lists leading * 

HUSGE RFOKD & DARRELL AG’CY, 


MAIL ORDER. 
\ AIL ORD!IR ADVERTISING. If you are in- 
° terested, write for a copy of * Our Silent 
‘which will be sent free upon appliva- 
OUR SILENT PARTNER, 


AGENTS. 

mail order men who want 
rag’ts every wher hould 
want ad” papers. 
Balto., Md. 








Partner, 
tion. A¢ “pig -] a DITOR, 
Waterville, ¥ 

~7or 


NEWSPAPER INFORMATION. 


RoE latest newspaper information ase the lat- 
est edition of the AMERIC\N NEWSPAPER DI- 














RECTORY, issued Sept. 1, 1900. Price, five 
dollars. ent free on receipt “ price = Oo. FP. 
ROWELL & CO., 10 Spruce St., New York 
+o 
BUSINESS OPPORTUNITIES, 
( yNLY Republican daily in city of 20,000, five 
hours from New York, carrying W0 worth 
of business and pagina expenses, can be bou ht 
for about $1,800. Owner has other busines 
EMERSON P. HARRIS, 150 Nassau St., New York 
nti _ 
SUPPLIES 
tAUGE PINS, 3 for ic. part RS SUPPLY 
¥ CO., Grand Island, 


| HIS paper is cae M ‘ith ink manufac ture “d 
by the W. D. WILS PRIN TING INK 

Lte.. 18 Spruce = hen dalle silat tis 

cash buyers 


Special 


> 
PREMIUMS. 


goods are trade builders. Thou 
f suggestive premiums suitable for 
publishers and others from the foremost manu 
facturing and wholesale dealers in jewelry and 








kindred lines. 700-p. ill’d lixt price catalogue 
free. 8. F. MYERS CO., 48-50-52 Maiden Lane, N.Y. 
—o, 
PENS. 
E! F-EY FALCON PENS are uniform in qual 
4 ity, Every pen isa perfec: pen iPOSS 
sample box le. THE PAUL CO., iied Bank, N.J. 
\WeE have a special offer for newspaper men 
wanting fountain pens f “4 their own use 
or as premiums VERRY P co 31, 
M.lton, Wis. 
_— 
MAILING MACHINES 
ee AILER’S DFLIGHT. labeler,’99 pat..$12. REV 
DICK, 43 Ferguson Ave., Buffalo, N. Y 
)RINTERS’ INK uses Wallace & Co.’s Address 


ing Machine, so does 
The Cosmopolitan Magazine, 
The Delineator, 
The Ledger Monthly 
nd scores ot the large Ce abe rs of the ¢ 
WALLACE & ¢ Varren St., 
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IMPOSING STONES. 





BEST. quality Geor; le imposing stones 
two inche ly foot. Cash 
with order E FINISH 


iEO! 

ING WORKS, Gonten, Ga. 
LETTER BROK ERS. 
ETTERS, all kinds, received from newspaper 
4 advertising, wanted and to let. What have 
ou or what kind do you'‘wish to hire of —) TH: 

EN OF LETTERS ASS’N, 595 Broadway, N.Y 
so 
NEWSPAPER METALS, 





\ ETAL FLUX makes linotype and sterectyp: 
* metal run smooth and without blowholes 
also saves metal. Send for free samp'e. AM 
METAL FLUX CO., Detroit, Mich. 


] ID you ever crder a Blatchford product that 

wasn't exactly what the makers claimec ‘ 
Did you ever order a certain grade of Blatchford 
metal, and get it for awhile, and then atterward 
find you were b ving sui »plied witha poorer grade? 
No, you never We BLATC ‘HFORD & CO., 
4-70 N. Clinton St.. Chie: igo. Stereotype, lino 
type, electrotype and monotype metals, 

+o 


NEWSP 1PER BARGAINS. 


2 Cc po balance on easy terms, buy 
S800 kepublican ries meiae or | in Ke ontuc Ky 
if bought pai 


Inventories $1, 

$1,600 buys a fine paving wee os od roposition 
county seat town of 4,000 people in Ohio. This is 
a very low price for quick sale. 

$3,590 buys one of best bus siness locaied week 
s in New England. 
3,500 buys a good wee okly Proposition i n in Indi 
Business and terms will please y 
about $2,000down—buys a ¢ A ine ‘weekly 
proposition. 00, with one-half down, buys 
another good o Both in New Hampshire 

Dailies and weeklies in many different States 
On all properties that I handle the strictest in 
vestigation 1s solicited on the part of buyers wh 
mean business 

FOR NEWSPAPER OWNERS 

Reliable men as managers and otherwis¢ 

er de partments in newspaperdom 
F. DAVID, Abington, Mass., Confidential 
oki rand Expert in Newspaper Properties. 


























+o 
FOR SALE 


R tep. semi-weel 


VOR SALE i] 
| 7,000 pop., Printers’ In N 


FoR sa! K-7 


Old establ shed | 
Central N.Y 


‘column W ashington. | band press 





Big bargain. Address THE STAR, Ha 
cock, Maryland. 
: BUYS a complete bound file’ of 
1 00 PRINTERS’ INK (32 volumes Addres 
“Pp. ieJ.,” eare Printers’ Ink, 10 Spruce St., N 





BUYS Carbondale, "a... EvE. News 
1 00 Ba SEMI-WEEKLY HERALD Daily 
cir. 1,700. Monthly receipts, ; 700. Address T. 
FREY, York, Pa 


ea. SALE—A leading 16-page Southern farm 

journal located in city of 100,000, Good busi- 
ness. No plant Fine opening for good mar 
Excellent location. Wil! sell cheap or will le isc. 
E ADAMS, Le banon, Tenn 





96 LEFT. I am clearing house, and have 
abi iw 96 books of June. 1899, edition of th 
American Newspaper Directory on hand that I 
wish to dispose of. Send me 3) cents to pay thy 
expressage and | will send you a copy. 
PETER DOUGAN, 10 Spruce St., New York 


‘HE oldest established newspaper and job of 

fice in crowing town in Southern New York 
must be sold at once. Paper Republican, 1,05 
subscribers, with an advertising patronage of 
$1,800 annnally. Job work amounts to $200 per 
month, Pls ant inve oestg 8 $7,000; much materia 
new, ), easy terms, Best reason for 
selling. “QuUIC kK SALE, Printers’ Ink 


> VERY issue of PRINTERS’ INK is religiously 
read fc many newspaper men and printers 

advertisers. If you want to buy a 
‘on lla paper, or type or ink, the thing 
to do is toannounce your desire in a classified 
advertisement in PRINTERS’ INK. The cost is but 
25 cents a line. As a rule, one insertion will d« 
the business. Address PRINTERS’ INK, 10 Spruce 
St., New York 
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ADVERTISING 


*RICYCLE delivery wagons, $25. Write usto 
day. RO: ADSTER SHOPS, Camden, N. J 


IN geruine( Yonfeders ate money for only 
=5002 re. CHAS. D. BARKER, Atlanta, Ga: 


\ ’ANTI-D—Agency ‘for advert sing novelties. 

send full particulars to GLOBE Pkrss 
BUREAU, 1441 south Penn Square, Philadelphia. 
“heen the purpose of inv ting cements 

of Adveriising Nove'ties lxely to benefit 
reader as well as advertixer 4 lines will be in- 
serted under this head once ror one dollar, 

+o 
ADVERTISING MEDIA 


NOVELTIES, 

















an” 





6 Nise EVENING POST, Charleston, 8. C. 
ike EVENING POST, Charleston, S.C. 
| HE EVENING POST, Charleston, S. C. 


\ las EVENING POST, Charleston, S.C. 


_ 
hw 


“HE 


EVENING POST, Charleston, s. « 


S. 


EVENING POST, Charleston, 


pe st adve rtising medium in Charleston, 


, is THE EVENING 





| ARDWARE DEALERS’ MAGAZINE, sam- 
ple copy 10 cents, New York City 
‘HE EVENING POST, of Cha: leston, 8. C., 
claims the largest local circulation. 


*] journal _ all sity advertising of 
8s THE EVENING Post, 


\ DVERTISING ime tae 
d honestly, call up TOILETTES ; 


WORDS. 5 time 
»>ACK-COVEF wots? \f 40,000 circu... $16.70 
HEINI 


lage Secor 
Charleston, 8. C. 





their clients 
ab, 1881 

cents. ES TERPRISE, 
Circulation exceeds 6,000, 











Brockton, Mass. 
) 12 times, $180. PAT DE R,Pathfinder,D.C, 
» EACH the best Southern farmers by. ee se g 
’ your adsin FARM AND TKADE, } rville, 
Tenn. Only 10c. a line. 





NY persen advertising in PRINTERS’ INK to 
4 the amount of $10 or more Is entitled to re- 
ceive the paper for one year 





‘HE advertisin; g for r all the o partments of the 
, . is done under 
vEaIne Post. 


New Market, N. J. 
sample free Mailed 





contract exclusive: 
DVERTISERY’ 
4 Circulation 





iUl 
4,500. 


p { 

postpaid 1 year, 25c. Ad rate, 9c. line. Close th 
‘OOKIE’S CHINESE MONTHLY, Rockport 
Ind. Cir. 10,000, by Printers’ Ink & O, 


15e. Sub. 50c. Samy 5c. 


WEB perfecting press, linotype machines 
d and a building of its own is evidence of 
the prosperity of THE EVENING Post, of Charies- 
ton, 8. 


on 2 
receipts, Terms for ine 








. = EVENING Post, . Charleston, Ss. C.. will 
1 want advertisemen‘’s at one cent a 
” inches display tor $15; 100 inches, 


¢ 00 inches, $60 ; 500 inches, $#; 1,000 inches for 
$165. Additiona! charges for position and break- 
ing of column rules 








i ies MINING AND E NGINERRING REVIEW, 
iss ied monthiy at San F al., is the 
n rominent technical jourt al ‘of its class 





j ublished west of Chicago, It coversthoroughly 
the class of peop'e interested in mining and en- 
cineering pursuits on the Pacifie Coast. Actual 





averave circulition each issue during 1899 
was 4,333. Sample copy and = advertising 
rates, Which are reasonable, will be scut on 
request 





\ BOUT ses hths of the advertising done 
fails to be c:fective because it 1s placed in 
papers and at rates that give no more than one 
eighth of the valuc that might be had by placing 
the same advertising in other papers, 
have the right advertisement and put it 
right papers, your advertising will pay. Corre 
onde nee solicited Address THE GEO. P 
ond ADVERTISING AGENCY, 10 Spruce 8t., 
New York 





INK. 31 


PHOTO , ENGRAVING. 








‘HE STANDARD “ENGRAVING Co., 61 Ann 
St., New York, 
ADDRESSES. 
] |‘ )NESTY is the best policy! It is my motto 
in furnishing ane 3 and addresses of busi 
ness men, lame, laborers, etc., at low rates to 
advis, K. Nit MEY ER. R ‘Bent nton Yiarbor, Mich, 
YREATE business Without expe ive newspa- 
( advertising. Use Carter’s Classified Ad- 


Only house in the world furnishing 
names not to be found in directorie Have you 
aremedy for vancer, catarrh, deafness, dyspep- 
sia, kidney troubles, nervous troubles, rheuma- 
tism, skin diseases, ete. Do you want agents to 
sell your goods from house to house? We have 
America’s population classified according to af 
flietions, occupation or condition. Can address 
your envelopes or wrappers Capacity 100,000 
daily by expert copyists. Prepared to furnish 
any Class of names, envelopes or wrappers, plain 
or printed, address the latter and attend to mail 
ing if desired. State specifically what you have 
to sell, how you want to sell it ye will reply 
by return mail with full informatic n that will 
make your business a succe 

FRANK R. CARTER, 12 E ‘AST 42p ST., N. Y. 

— > 
ADVERTISK ME NT’ CONSTRUCTORS 


MORGAN, Advertisement 
bridge, Vermont 





Writer, Cam- 


I. 





(G FORGE R. CRAW, mail order advertising. 
3 Box 502, Cincinnati, Ohio. 
As Ds ty bring bus + ss. Write. H. L. GOOD- 
, 57 Chester St., Mal jen, Mass. 
SSUE your own stor® paper. Ask for sampk 
WM. WXOUDHO SF, JR.. Trenton, N. J. 
DS $1 each, booklets $1 a page. CHAS. A 
Z WOOL FOL K, 446 W. “Main St., Louisville, Ky 
ED SCARBORO, writer of forceful advertis 
@ ing. Request estimates, 20 Morton St., Bklyn. 


N EDICAL advertising, professional oe secular, 

4 written, illustrated, printed. M.P. GOUL Dp. 

( NE ad written pares for you for $1, cash 

with order. FRANK B. WILSON, Kenton, v0. 

Pa NCHING a new business? Whether it will 

be an ocean liner or a cathoat may depend 

on . the advertising. Let us star ou right. 

SNYDER & JOHNSON, Advertising Writers and 
Agents, Woman's Temple, Chicago 


H 








HE who by his trade would rise 
Should not neglect to advertise, 
4 fail to seek the aid he'll find 


If he'll consult the undersigned. 
MRS iv NT, 42 Richardson St., Newton, Mass. 
QCORES of young men have bettered them 


‘ selves in business since taking our unique 





course of advertisement writing. We teach it 
prac mg ere by mail I arge pro 
spectus PAGE-DAVIS CO., Ine’d, 1? Medi- 








nah Te maple, ‘Chic a 
» ESU!.TS!—That is what ! alws aysaim atandmy 
‘ customers often w. ( the accuracy of 
my aim. | write, illustrate, da sign and print all 


in a neat, clean, 
4 


y it should be 


kinds of advertisins literature 
convincing manner, jus t the w 











done. Send alonga a ia! ord can- 
not hit the “ bull’s- eye of tr ~~ a 
send for my inipooiagg Ten Lol a The nd.’ »” 





irs 
} WM. 
Manager Printers’ ‘ink. Press, 10 Spruce St., N. Y. 


LIPPINCOTT 
tly employed me 
series of ls urge advertisements, 
vigorous, clean-cut material for a spec ial sale of 

Encyclopedia. 
The 


It will interest you ddress JOHNSTON, 


"SHE IB 
rece 


ae of Philadelphia, 
to help prepare a 
They wanted 





The sale 
observer might 
who are neces 
he literary ligh s of the 
services. The reason 


their New Chambers’ 
w vas a great success. 
wonder why great 
sarily in touch with oll 
world, should requ’ re bo 
is substantial. The ‘heve in specialists. They 
goto literary peo le. for literary work. They 
came to me becanse the ¥y wanted assistance in 
se] ing a lotof the l'tera: vy work they had bought. 
They wanted the benefit of my practical business 
ebility which I have acquired by attending the 
old school of experience I write and illustrate 

advertising matter of all kinds. I can help you 
sell your goods. HOLLIS ¢ ORBIN, 253 Broadway, 


New Y 


casua 
hers, 
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(@ Issued every Wednesday. Tencentsa copy. 
Sub ee five dollars ayear, in advance 
Six dollarsa bundred. Noback numbers 

«2 Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop- 
ies for #30, or alarger number at the same rate. 

t= Publishers desiring to subscribe for PRINT- 
rRs’ INK for the benefit of advg. patrons may, on 
application, obtain special confidential terms. 

If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name. Every paper is stopped 
at the expiration of the time paid for. 

ADVERTISING RATES : 

Classified advertisements 25 cents a line: six 
words tothe line; pearl measure : display 50 cents 
a line; 15linesto the inch. $100a page. ~pecial 
position twenty-five per cent additional, if grant 
ed ; discount, five per cent for cash with order. 
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Pstser Doucan, Manager of Advertising and 
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GATE HILL, E. C. 


~NEW YORK, NOV. 7, 1900. 
OrIGIN: ALITY that is is builded ona 
foundation of common ordinary 


horse sense is the only kind that 
is good in advertising. 


THE business man should at 
least know enough about advertis- 
ing to judge whether or not his 
advertising manager is doing good 
work. 





THe Baker & Taylor Company 
of New York is publishing a num 
ber of of real value and 
great contemporaneous interest, 
and advertising them in a way 
that should secure an excellent 
sale for each. 


books 


THE Newspaper Maker of New 
York usually contains quite 
number of large advertisements of 


mining investments. Every one 
knows how well equipped with 
earthly fortunes are the generality 
of journalists, hence the assump- 
tion that such announcements 
bring 


in great returns. 


KNOWLEDGE relative to advertis 
ing is seldom permanent in char 
acter. What was reliablesinforma- 
tion yesterday may unreliable 
to-day. People are changing, 
circulations are changing, the 
leaders of one day become the fol- 
lowers of another. To keep in ad 


be 


vance it is necessary to study con- 
stantly the changed conditions 
c nvironments 


and 


that may arise. 
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A 
brings a big failure; a 
ure often oenge a big success. 


LITTLE sometimes 


little fail- 


sticcess 


THE value of advertising space 
in any advertising medium is real 
lv relative. 


It depends, to a great 
extent, on what the advertis 
puts in it. 

THE publication of the wee! 
Motor World at New York, 
Automobile Topics at the = san 
city, the opening of the Autom: 
bile Show at the Grand Central 
Palace on Noy. 14th, all appear to 
indicate that automobile advertis 
ing will be quite a factor in th 


publicity production of the coming 
century 

In New York the single 
have employed the san 
to agitate their views. These ad 
vertising media have been march 
ing un and down lower Broadway 
advising everybody to spread the 
ideas of Henry George. It is stat 
ed that the men themselves, beli 
ing that the Republican and Den 
cratic 


vear and 


tax 
idwich me: 


parties would also require 
their services, had attempted to 
form a union, with what succ 
it is impossible to discover. 

THI Manhattan Dag 
Wrapper Supply Company, 1293-05 
Broadway, New York, issues fr: 
editions of one hundred thousai 
paper bags, in twenty lots of fiv 
thousand each; each five th 
sand lot of three assorted sizes 
sent to reputable firms supplying 
the daily necessaries of the tabk 
Stores deliver'ng merchandise 
these bags have their addres 
printed on one side: and for th 
other side advertising space is 
sold. Collections are made aftet 


1 


lelivery of each one hundred thou 


sand (100,000) edition: a copy o 
the advertisement bag, show 

advertisement contracted for an 
attached receipts from the firn 


having received same for distr 
bution heing presented. The gen 
eral size of the ad is s'x and one 
eighth by two and one-half inches. 
and will cost the advertiser fort 
dollars for the edition. Only fou 
advertisers are allowed on eacl 
bag, one on the front and_ thre 
on the back. 











—_ 
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Tue Little Schoolmaster has 
been informed that the advertis- 
ing agency of Remington is of- 
fering newspapers Omega Oll 
contracts for one year of 9 inches, 
double column, every second day, 
the condition being that the news 
paper take a page in Remington's 
newspaper directory, price $100. 
Under such a policy the publica 
tion of a newspaper directory 
must become a much more profit 
able venture than it is usually re 
garded. 





Mk. FREDERICK STIER, advertis 
ing manager of the Topeka (Kan. ) 
Capital, is exceedingly proud of 
the fact that on October 28th his 
paper printed 184 columns of 


advertising. He believes—at least 


o he says—that this is the highest 
water mark ever reached by any 
daily and asks publishers who 
have exceeded it to notify hin, 
Whether, when he receives such 
notifications, he will give them 
equal publicity, Prinrers’ INK is 
in no condition to say. 








Ir is Printers’ INK's object 
to inaugurate, in its issue of Nov. 
21st. a department devoted to the 
discussion of those principles and 
details of advertising relating 
principally to mail order advertis- 
ing. This phase of advertising 
has gradually been becoming 
more and more important, until 
to-day it is difficult to name an 
article that May not be exploited 
through the mail, or even, per- 
haps, one which is not being so 
exploited. The Little Sechool- 
master, always wide awake to the 
nterests of its readers, has been 
devoting more and more space to 
the subject during the present 
year. Little attention, however. 
has been given to the top-c’s more 
or less technical lines, or in other 
words, to those details that relate 
to it exclusively. This defect, if 
it may be so termed, will be elim 
nated ‘n the articles and suggess 
tions now in mind. Readers of 
PRINTERS’ INK are requested to 
send in their views and sugges- 
tions, also to describe the diffi- 
culties they have encountered 
which others in the same field may 
ud them in obviating 


PrinTERS’ INK believes that 
Scribner's Magasine is the best 
of the great monthlies, viewed 
from either a literary or artistic 
standpoint. Our readers who do 
not agree with this opinion may 
set forth the reasons upon which 
their ideas are placed 


LEDERER, StrAUss & Co., mil 
liners of Des Moines, lowa, pub 
lish monthly an eight-page paper. 
ols by 1134 inches in s ze, called 
a Millinery Guide, which they mail 
free to customers. It is profusely 
illustrated with pictures of hand 
some ladies attirec in equally 
attractive hat wares, and contains 
in addition what is probably the 
latest news in the millinery trade, 
at the same time indirectly adver 
tising the firm’s hats. The Little 
Schoolmaster looked more at the 
faces than at the hats, but probably 
none of the other sex would be 
guilty of so great an absurdity. 


THe Maryland Title Insuranex 
and Trust Company, of Baltimore, 
advertises much more than t'tle 
insurance companies are in the 
habit of doing, The advertising 
is attractive, though not extensive 
according to the agent's view 
Newspapers are used to the ex 
clusion of about all other media 
The question whether the morn 
ing or evening papers are most 
productive is answered by the 
statement that both are useful, 
though an officer of the company 
states that if it were able to ad 
vertise in only one paper he would 
use the Baltimore News, as he bx 
lieves that the paper cover. Balti 
more better than any other. The 
company believes m making its 
advertising attractive, and holds 
the view that any literary or type 
device which will attract attention 
1s likely to produce good results 
In an interview an official of the 
company says: “The heading or 
catch word of our ads are always 
such as to attract the reader's in 
terest. Thus if iustead of using 
the words * Title Insurance’ as an 
advertisement heading we should 
utilize ‘She Lost Her Home’ 
it would interest a far greater 
crowd, many of whom would 
otherwise not be attracted.” 
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Usinc the leading publication in 
a place econom zes effort and ex- 
penditure. 


THE Billboard of Cincinnati calls 
the Fourth Estate a “despicable 
little sheet.” But it isn’t little. 

“THE great trouble with a large 
number of mail order advertise 
ments.” writes a correspondent of 
PRINTERS’ INK, “is that they are 
printed in too small a type. My 
eves have never been troubled with 
any defect of vision, but I find 
myself s-riously embarrassed in 
read ng much of the matter in 
tended for my view. Take, for 
instance the advertisements on 
page 42 of the current issue of the 
Ladies’ Home Journal and tell me 
how many of them a normally 
constituted eyesight may absorb 
without becoming seriously tired 
This multum in parvo idea is af 
parently being carried to an ex 
Don't you think so?” 


SincE the appointment of Mr 
F. James Gibson to the position 
of advertising manzger to the New 
York Ex ning ieclegram that paper 
has made a practice of publishing 
circulation statements for distri 

tion among advertisers and fur 
nished advertis'ng agencies ;nd 
newspaper d-rectories with accur- 


) 


tren 





ate information concerning 

++ 1 + - ar 
output by the month and _ vear 
The heneficial result to the /z 


ing Telegram of taking the publ'c 
nto its confidence and telling t 
ha 
surprising 
Hustrated by 


issued from 


1 1 
anpout ts SSue peen 





and even 
actual benefit is 
circular 
hich the following is an extrac 


fying 
lhe 


recently 
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In addit'on to running a busi- 
ness which supplies the newspap<rs 
of this country with reading mat 
ter service, the Publishers’ Press 
\ssociation and “the Scripps-Me 
Rae Press Association have what 
is called an advertising department 
under the management of Messrs 
Lundy, Razel*& Cox, located at 
150 Nassau street, New Yor! 
City. As Printers’ INK under 
stands it, this advert’sing depart 
ment will take upon itself to rep 
resent in an advertising capacity 
any paper which is a member of 


of 
either of the associations 


abov e 


and present their merits to the 
general advertisers of tl] “oun 
try. It would seem as though 


, 
Ratzel & 


influence 


Messrs. Lundy, 
with such an 
them, would, in a_ short 
the special nts of the largest 


list of papers represented by 


Cox 
behind 
time, le 


age 
agency 


\LMosT every business has dot 
mant advertising possib lities. Th 
platitude is admirably illustrated by 
the tower which Montgomery 
Ward & Co.. of Chicago. have re 
cently added to their building 
Selling exclusi ely to the country 


t thei: 





trade and doing the bulk of 
business by mail, they make sp« 
‘ial efforts to amuse patrons wh 











come to their store dur’ng 
to t Every one knows that 
uuntr peo] le love to view th 
( from high buildings. Sky 
rl pers ir : potent ttractiol 
them for the reason that they 
isl novel 





viewpoint 


and are 











1IoOwn at Montgomery 
Ward Co cleverly taken 
? ‘vantage of th character tra t 
Phe ne Owe which is da 
ngly gilded and featured as tl 
lest structure in Chicago, ha 
| ough so0od advertising, 
ade known from coast 
one of the wonders of 
a thing well worth coming to 
ce The firm also ke ps an aut 
) n constant ct l 
1 on buving a bill of go 
for itside shipment i if 
ing—bundled into the new won 
der, shown about the busine 
cent nd nt hos loaded 
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Reapers of the Little School 
master who find the * Store Man 
agement " department particular 


ly interesting and valuable to 
them are requested to so inform 
PRINTERS’ INK, as its elimination 
is now under consideration. State 
your views and your 


- 


reasons. 


One of PrintTERS’ INk’s read- 
ers desires to purchase 100,000 
acres in a Southern State of virgin 
timber land, for whch he offers 
one dollar an acre cash immediate 
ly on purchase He thinks it 
would be an interesting thing for 
the Little Schoolmaster’s pupils 
to suggest where he should adver- 
tise his desire ; and PRINTERS’ 
INK agree ng with this view, asks 
for suggestions. 


\N ADVERTISED ARTICLE, 


PETERSBURG, Va., Oct. 25, 1900. 
Editor of Printers’ INK: 
As the world, according to your 


statement on page 19 of Oct. 24th issue, 


needs a word meaning ‘“‘an advertised 
article,’ please permit me to suggest the 
word “Publicized’” or to “Publicize.” 


No charge for the information. 


ery truly yours, 
SPOONER 
What is wanted is not a verb 
but a noun, one that means “an 
advertised article.” Additional 


one 
the 


suggestions are in place—th> 

printed above does not fill 

bill.—[Eprror Printers’ INK 
> 


BOOKS ON MAIL ORDERS 


Office of 
Joun CRAVEN-BURLEIGH 
l.onvon, W. C 
Editor of PRINTERS’ 
Being a reader of your’ valuable 
journal frequently and knowing you to 
be an authoritative f «infor 
natien on topics, I write 
to ask you if you can inform me of 
iny books published in America which 
tell about letter-order trading, that is, 
and suggestions for doing busi 

post Faithfully vours, 

Joun CRAVEN-BURLEIGH 


October 18, 1900 


INK: 


source ot 


advertising 


rules 


ness by 


The best book on the subject is 
“Secrets of the Mail Order Trade” 
published by the Sawyer Publish 
ing Co., 


dollar a copy. The Goldleaf Book 


Co., of Chicago, Ill., also publishes 
a book called “ The Mail Order 
Trade.’ the price of which in 


the “States” is $1.10 
| Epiror Printers’ INK, 


apiece. 


of Waterville, Me., at one ‘ 


os) 
wn 


FILTHY ADVERTISEMENTS 

Under the foregoing title the 
Northwestern Lancet (St. Paul) 
of Oct. 15th prints the following 
sentences: 

Sam Weller, Senior, might have 
added to his aphorism “beware of vid 
ders,” beware of filthy lucre. When 
any person takes up one of the leading 
newspapers of the State, in whose 
reading space nothing occurs that does 
not breathe of the highest morality 
and then turns to the advertisements 
and finds a picture of a suspensory 
bandage, regret creeps into the mind 
that while the business manager was 
about it, he did not allow the said sus 
pensory bandage to fully denote pictor- 
ially its uses and fill it with the male 
genital organs co~-lete. it were bet 
ter thus. Ihe beastly suggestiveness 
is Worse than the reality. t is a very 
sad circumstance that a leading daily 
paper should have to lower its columns 
so basely as to include filthv advertis 
ing matter, but when it comes to illus 
trating the same with  suspensory 


bandages, etc., what hope has the pub 
lic of keeping the minds of their chil 
dren pure and chaste? These same pa 
pers decry the reading of works like 
Sapho and those of equally suggestive 
dirtiness, and yet admit advertisements 
that are morally and artistically atro 
cious. We can keev filthy works out 
of our houses, but we cannot keep out 
the daily papers. What a nice ques 
tion for a daughter of the business 
manager to put to her parent: ‘What 
is a suspensory bandage and what are 
its uses?” 

Why the announcement of a 
suspensory should appear filthy 
will not be clear to any normally 
constituted mind. The article in 
queston has its uses and these 
may he stated in a manner not at 
all offcnsive, or may even be 
omitted, since thé majority of men 
understand them without being 
told. And as to the young lady 
asking her papa a question re- 
g rding them, that invuiry mav be 
turned aside wth the same skill 
and ingenuity all papas and 
mammas have acquired for use on 
those when their little 
ones ask them to explain where 
babies come from! 

os a 

Mr. T. F. Kennepy, of the Geo, 
P. Rowell Advertising Agency, 
that the Times is the 
squarest paper in New York City 
to do business with. “If you go 
in you pay the same rate for ad 
vertising that everybody else pays 
and you get no favors that are not 
open to everybody,” 


occasions 


asserts 











\ PECULIAR AD. 








ARE YOU IN NEED OF A GOOD GARDENER ? 

We can always recommend one and glad to do 
it. Yours truly, AMERICAN GARDENING, 135 Liber- 
ty Street, New York. 


The advertisement reproduced 
above, having been inserted in 
several of the leading magazines, 
and having a peculiar look about 
it, PRINTERS’ INK sent a represent- 


ative to inquire the reasons for 
its appearance. Mr. Leonard 
Barron, editor of American Gar- 
dening, replied as follows: 

Our paper does not consider itself a 


bureau of employment. We = advertise 
this for the purpose of interesting peo 
ple who are sufficiently wealthy to own 
large estates, thereby implying the em 
ployment of a gardener. In this way 
the publisher reaches the class of peo- 
ple to whom he wishes to appeal most 
directly, and attracts their attention in 


directly to our publication without a 
distinct parade vf the purpose. The 
matter cuts this way: as American 
Gardening is read particularly — by 
large garden owners, the journal in- 


cidentally becomes largely acquainted 
among the best gardeners of the coun 
try. It sees the work that is being done, 
it notes the requirements of each place, 


it is able to afford reliable information 
on each side, and thus fit the round 
peg to the round hole. In this way, it 
renders a service to both parties, and 
expects to pay itself by holding each 
as a subscriber. Amertcan Gardening 
has tried all the agricultural papers, 


the leading magazines and a number of 


dailies. The New or sTenINg ost 
and Evening Sun have paid well Our 
experience in offering free sample 


resulted in bringing in 
When, however, 
would mail 
cents, the 
satistactory 
1ong magazines tried, McClure's 
has better results than Scrib- 
ner’s, Har "s and the Century. The 
Outlook, which had proven satisfactory 
at first, has fallen off recently. The 
Independent too has brought good re 
turns from among professional men. 


has not 
subscriptions 


copies 
many 
we had advertised t 
ten sample 
returns have 


hat we 
tor 


more 


copies 
been 
the 


ie 
THE litter box proposition 
recently referred to in these col- 
umns is in a fair way to pe ac- 
cepted by the city of Buffalo. 
Much opposition, however, 
arisen and one of the councilmen 
in discussing it pointed out that 
there was nothing to protect a 
business man from hav'ng the 
advertisement of his rival placed 
on a box in front of his store 
The Buffalo Express thinks this 
a wonderfully good argument and 
perhaps it is—for Buffalo 


has 
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TRE FIPTH BOWL. 


A reader of PRINTERS’ INK has 


SUGAR 











suggested that the lrgonaut of 
San Francisco should be enlisted 
among the weeklies having a 
chance to win the Fifth Sugar 


3owl, offered to that weekly pa- 
per whch, aJjl things considered. 
is believed to give an advertiser a 
better service in proportion to the 
price charged, than may be ob 
tained for equal money from any 
other weekly in the United States 

The trouble with enlisting the 
Argonaut is that the amount of 
its circulation is one of the things 
of which no one outside of its 
own establishment has any knowl 
edge. Even the editor of the 
Amr:can Newspaper Directory 
is modest enough to say only “ex 
ceeding 7,500." If one takes that 
estimate as being correct, and 
then puts against it the Argonaut's 
lowest charge for space, it appears 
that the advertiser must pay al 
most one and three-fourth cents a 
line for each thousand copies. 
When some of the excellent con 
testants for the Fifth Sugar Bowl 
are offering space for two-fifths 
of a cent a line, how much chanc« 
has the Argonaut, even though it 
be one of ovr best weeklies? 

In the New York Sunday Jour- 
nal of October 2tst the World 
Manufacturing Company, of Cin 
cinnati, occupied a whole page in 
illustrating and talking about th« 
vapor bath cabinet which it sells 
at five dollars apiece. It was 
really a convincing article and 
the pictures of several Oriental 
ladies with a scarcity of attire 
ment, in their hot air bath, of th 
Occidental piece of femininity pro 
ceeding to engorge herself in a 
Quaker Thermal Bath Cabinet 
as well as of the lady with noth 
ing but her face exposed to view 
enjoying her bath in her cab‘net 
at three cents each time, were al 
interesting even if the ladies then 
selves were not as delicately beau 


tiful as their copious amount of 
hot air bathing and paucity 

lingerie should have made the: 
To know how manv cabinets «a1 


advertisement like this sells woul 
make a valuable advertising fact 
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ON NEWSPAPER CIR 
CULATION. 


Merchants are very trusting 
personages in the matter of cir 
culations. ‘They rarely ask to have 
‘laims substantiated. The mer- 
chant is not so trusting in other 
matters. He would not think of 
buying groceries where there were 
no scales. If he should ask for 
ten pounds of sugar he would not 
be satisfied if the grocer were to 
take some sugar in a scoop, turn it 
into a bag and pass it over the 
counter with the statement that 
“there ‘s ten full pounds of sugar.” 
Neither would the merchant in 
buying meats accept a piece of 
meat cut off, wrapped and passed 
over to him as so many pounds 
unless he thought it had been 
weighed. He would expect six- 
teen ounces to the pound. He 
would pay at that rate for each 
pound or fraction of a_ pound. 
When a case of goods comes in to 
the merchant’s store and is opened 
the contents are checked and if 
not found correct a complaint is 
cntered. The full count will have 
to be made up or the bill dis- 
counted. The merchant owes it 
to himself to apply the same 
method to papers in which he buys 
advertising space and pays for it on 
the basis of circulation, for circu- 
lation largely determines the cost 
of advertising. If the merchant 
when making an advertising con- 
tract, insisted that a clause should 
be inserted stating the circulation 
of the medium, and guaranteeing 
that satisfactory proof would be 
furnished by the paper that the 
stated number of copies were act- 
ually prnted at each issue in 
which the merchant's advertise- 
ment appeared, or no money would 
be collected, the advertiser would, 
undoubtedly, be surprised to find 
what a vast difference there is be- 
tween the claimed circulation and 
the exact number pr'nted. 

Yet, should the merchant order 
10,000 handbills of his printer. he 
would expect to get that number, 
and would satisfy himself that he 
had received full count before pay- 
ing for them. The merchant 
would not pay for 10.000 if he hod 
received but 1,000 or 2,000. He 


would simply pay for the numb:=r 
received. Why should he not ap 
ply the same method in his pay 
ment for newspaper or programme 
advertising? Why should he not 
know what he is paying for and 
demand full count? Simply 
cause it has not been the custom, 
and it seems to be a liuge task to 
find out how many copies a news- 
paper actually prints. In some 
cases it would, undoubtedly, be a 
huge task, but if the advertising 
patronage was withheld and th 
burden of furnishing satisfactory 
proof put upon the publisher, the 
task would be an easy one. 
Satisfactory proof would con 
in the showing of certified 
white paper bills; of postoffice re- 
ceipts for papers mailed, or bills 
of weight from railroads, where 
bundles of papers are sent by rail; 
of free subscription 
books and cash books showing 
amounts received from street or 
news-stand sales. In this way the 
actual circulation of any newspa 
per can be very nearly ascertained. 
Claims regarding circulation would 
not be allowed: actual figures, ten 
hundred complete papers to the 
thousand, would be demanded 
Manchester (N. H.) Union. 


he 


sist 


access to 


STEREOTYPED ADVERTISING 
PHRASES. 





BUST PUSITIVELY DEVELOPED, 








ARTISTIC DAINTINESS 


Thre Kohan Compa of New Yortl 
(itv. sends out about feur pounds of 
as handsome a booklet as has ever been 
made. It consists first of a large box 
an inch deep, and about 15 by 13 inch- 
es. In this” box there is a cover 
wrapper of rich brown stock, upon 
which has heen printed in gold “Pipe 
Organs.”” Unfolding this wrapper one 
finds a magnificent book, bound in 

hite with gold lettering, and a large 
number of separate detached sheets. 
All of these sheets are printed with 
lavishness in regard to white space, 
careful typesetting and heavy rich pa 
per. Each page of this is object 





lesson to the printer in such ngs as 


balance, whiting out and effective ar 
rangement, all secured by such ma 
terials as plain rules and one face of 
Roman type in different sizes. This 


most im 


is one of the handsomest ar 
that has 


pressive pieces of advertising 


ever been sent out. It must have cost 
a great deal of money. It probably has 
not been circulated widely. It is sent 


to people who could become customers 


for the olian Pipe Organ if they 
would. As the price of these organs 
hovers around in the neighborhood of 
ten thousand dollars, this advertising 


represents a small amount of money to 
spend in the hope of getting an order. 
It would not take many orders at ten 
thousand dollars each, to pay the cost 
of printing this exhibit The most 
noticeable thing about this work is the 
apparent simplicity of the printir 
which comes from leaving out the right 





things. This simplicity is harder to 
obtain than almost any other result. 
It never fails to be effective, and it is 


just the kind of work to appeal to peo- 





ple of unusual good taste, which, al- 
though a small and limited class, in- 
cludes most people who could and 





would appreciate the AZolian Company’s 
instruments. With this package 
a smaller book, an inch thick, 
72 inches. This book is 

““Anpreciation.” It is bound in board 
vith a gray cover and the printing of 
the design and lettering is in red and 
lleck. Insiae the book is printed upon 
antique, deckel-edged paper. <A_rubri 
cated ettect is given by the heavily or 
nomented initials and finals. Illustra- 
tiens are upon plate paper tipped in. 





Th: typography is of the same simple 
and effective style as all the olian 
printing. In fact, the « olian people 


come to have a style all their own 
which is reflecteu from 
all their printed matter, magazine and 
newsnaper ads. The imprint of Flem- 
ing & Carnrick, of New York City, is 


have 
In printing, 





upon this matter, and it is an open 
question as to just how much of the 
credit is due to them and how much 
is due to their customers, the A<olian 
Company.—Current Advertising. 
silicic 
WORTH MENTION. 
It is worth passing mention that 


some of the most successful advertisers 
in the world had their first start under 
the same conditions nine tenths of the 
country merchants work under.—Trade 
Register. 
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CLEVELAND'S BAKING POWDER 
Here is a stor which shows t 

value of advertising and teaches a 

that personal fame is, after all, que 


tionable and comparative Overlook 








the Hudson, the next house to ex-S¢ 
tor Hill’s .\, olfert’s Roost, is the s 
mer residence of Mr. Cleveland, wh 
fortune is based upon the lucky cor 
bination of certain chemicals which 
sulted in the production of an article 
great use in the kitchen By much 
vertising the Cleveland name_ becan 
a household word. Another New York 
er of the name of Cleveland attains 
some celebrity by becoming Presider 
a brace of times It was between 
two terms that he took a hunting 
fishing trip into the Adirondacks. Mer 
i the woods become fond of the 
guides, and the ex-President, after tw 
weeks « fine sport, hid a svecial liki 
for his He took the tall woodsn 
warmly by the hand when his vacatior 
was over and his outfit packed for | 
return “Bill,” he said, “I’ve had tl 
fun of my life this trip, and I’m grat 
fied to you. The monev I've naid 
don’t settle the obligation. If there 
anything I n do fer you, Bill, let 1 
know it right now.” 


ex-President meant 


“Well,” replied th 


what he sa 
mountaineer 








I'd never ast ye ef ye hadn't offered 
but seein’ as e’ve offered don’t 
know whv I sh’d be backered Ye see 
I’m gittin’ mighty tired of these yeller 
seleratus biscuit. Mr ‘levela an’ ef 
ye would sen’ me some of your bakin’ 
powder I’d remember it to my dyin’ 
day.”—New York Journa i 

SHIP ALBUMS. 
In the saloons of about all trans 


Atlantic and coast-wise steamships are 
photograph albums containing pictures 
of the several shins of the line, popular 
actresses, etc., sandwiched between ad- 
vertisements of various American con- 
cerns. Advertisers claim that they 
nresent a valuable form of publicity.— 
Profitable Advertising, 





ie ~jiiee — 
LIKE A CIGAR 
An advertisement—like 1 cigar 


should be so good that the first whiff 
or impression will cause a man to fin- 
ish it Flushing Journal 











STEREOTYPED ADVERTISING 
PHRASES. 
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DRUGGISTS 
Mr. M. P. Gould, of New Haven 
and New York, who makes a specialty 
of repairing advertising matter for re 
tail druggists. gives them the following 
advice: 
Booklets least forn 


are the expensive 


of advertising where a limited territory 
s to be covere In the larger cities, 
ny druggists are so situated that 
ey could not draw trade from the 
hole city even if they should use 


ges of advertising in the 





their trade must come from 
nediate locality lo cover the whole 
ty with newspapers in order to reac 





limited territory, he 









eir own 1 
useless waste. With boo there 
s no such waste. You distribute the 
the very people who buy dr ‘ 
goods in your locality, and would buy 
of you if you would go after them with 
the right kind of booklets Not one 
oklet alone, but 1e ~booklet after 
inother, systematically :m &@ ww 8 
uestion of booklets, or newspapers, 
take the booklets Booklets to back 
ip the newspapers, and vice versa, 
bring the best returns if 
oose between booklets 





booklets will pay 


apers, 
















That has been our « ‘ 
nd over again, especi drug 
located aw: T1 ter ot 
t rhere is not a st 1 
downtown, uptown, or in tne 
iburbs, little or | ] cities 
small, who canr 1 adver 
tising to advantage. It all depends 
n the booklets—the adaptation of 
eans to ends. 


_ —— 
DO NOT READ DAILY PAPERS 
“Remember that over half of the peo- 


nle in the United States never see a 
laily mewspaper. These people eat, 
lrink and buy clothes, and they have 
nore time to answer ads sooner than 


Thus asserts a Chi- 
man.—Our 


their city cousins.” 
mail-order advertising 
Partner 


St/ent 


LOOKING FOR BUSINESS 
Otto Barton, Wilkins, Ohio, writes: 
“[ have sufficient money to patent a 


meritorious invention, 

The Berlin Co., Box 674, Birming 
ham, Ala., wants to communicate with 
parties who have patents for novelties, 
which can be sold through agents and 
canvassers, as they handle a_ great 
many canva:sers 
Alden, Phoenix, N. Y., is in 
set tu purchase or make on 








c 
the mar 
royalty some good saleable patent artic 











from 75 cents to $2.50 price, or would 
make same on contract. 
(Armstrong Manufacturing Company. 


Street, Olean, N. Y., is 
for mail-order novelties 
prices from 


137 S. Barry 
in the market 
patented or unpatented at 
ten cents to fifty cents. 
T. A. Morrison & Co., 204 St. James 
Street, Montreal, Canada, desire to buy 
or promote a practical and meritoriou 
nvention 
Southern Business 
Tenn., wants to 
tents. 


Higgins, 1- 


The 
ristown, 
} 


\gency, of 


buy some 









7 Dodd Street, Or 





} ‘king for some small 
t and put on the 

li a small tool, 
something with merit, to re 
cents to 75 cents each 
hardware trade, but not 


it Partner. 





C/U? 
MORE CLEVER THAN EVER 
ll fruiterer in Paris recently 


ed in the papers that he would 





give a prize of 5f. for the largest apple 
| was sent him. In less than a fort 
he received fifteen sacks of 

and gladly paid sf. for the 





keeping, of course, 
the unsuccessful specimens, for sale 
This ingenious method of obtaining a 
stock-in-trade gratis appears to admit of 
extended application but will, it is to 
be honed, never attain the fixity of an 
economic principle.—London Daily 
Chronicle 


largest in the lot 
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OAL OWL 

XKeurs wae tinontnts? 
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A Sure Cure ror Dune Business. 





Dore. 
On: pill uray month, 


wy 





268 Canal Sst 
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‘PERSONAL: The stout lady who 
stood on gentleman’s patent leather 
shoe from 9" to 40" Street will be’ 
pleased to learn that it was 
uninjured, being made by 


RoGERS,PEETG Co. 


Sy PERSONAL: Arthur-Go - s 
AR once to ROGERS, PEET & CO. & 
to be fitted out and all will 
be forgiven. 
Angelina 













258,569 and 1260 Broadway. 












§ PERSONAL: Gentleman's fancy 

f) waistcoat that lost its heart on the 
"car last Wednesday may find the { 

y same in lady's pink shirt waist. 

/ Address care 

Ray Fancy Waistcoat Sellers 
pitas ROGERS,PEET é& CO. 


aot sees and 1260 prparwer. L 






P ERSONAL: The nn rae in nthe | 


Sa i well: worn summer suitwho failed to aftract 


a z \ the notice of the lady opposite will do well to 
\\ fey / visit the clothing department of 
y 


Coy ROGERS, PEET & Co. 


I 258, 569 1260 Broadway. 
| 
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ARRANGED BY STATES. 


Advertisements under this head 50 cents a line 
each time. By the year $26aline. No display 
other than 2-line initial letter. Must be handed 
in one week in advance. 











CONNECTICUT. 


See DAY alone of New London papers covers 
closely the surrounding towns. Reaches 40 
to 0 agents daily. 


GEORGIA. 


WOUTHERN FARMER, Athens, 
N Southern agricultural public Thrifty 
people read it; 22,000 monthly. Covers South 
and Southwest. 


Advertising | rates very low. 
ILLINOIS. | 


( /YONKEY” Ss HOME JOURN. ve excels as a me- 
/ dium for interesting a good class of people 
in the smailer towns. Our subscribers own 
pianos or organs—the sign of a refined and weil- 
to-do home--and are naturally mail order buyers. 
150,000 at 60 cents flat. W.°B. CONKEY COM- 
PANY, Chicago, Illinois, 








Gia, 
ion 


Leading 










CLASS PAPERS. 


ADVERTISING. 


YRINTERS’ INK is a magazine devoted to the 
general subject of advertising. Its standing 
and influence is recognized throughout the en- 
tire country. its unsolicited judgment upon ad 
vertising matters is of value to intelligent adver- 
tisers as being that of a recognized authority. 
Chicago Il.) News. 

PRINTERS’ INK is devoted exclusively to adver 
tising—and aims to teach good advertising 
methods—how to prerare good copy and the 
value of different mediums, by conducting wide 
open discussions on any topic interesting to ad- 
vertisers. Every subject is treated from the ad 
vertiser’s standpoint Subse ription price 2 a 
year Advertising rates, classified 25 cents a line 
ach time, display 50 cents a line. \4- 25, 

r 5), whole page $100 each time 
ERD INK, 10 Spruce St., New 


RELIGIOUS, 


BAPTIST. 
be GEORGIA BAPTIST, 























Augusta, Ga., 


is read 
by more than 5,000 progressive negro preach 
ers and teachers in Georgia, South Car 
bama and Florida. 


lina, Ala 
Cire’n for 1899, 6,27 5 weekly. 








MAINE. 


E never have any trouble getting a rating 





W 






in Kowell’s exactly as we send it—doesn't 
cost us acent. Our circulation is poets exploit 
ing too. ae we treat advertisers alike—one 


flat rate toa Are you with us! * Go RIER- 


GAZETTE, Roe ticland, Me. 


CANADA. 


( YANADIAN ADVERTISING is best done by THE 
E. DESBARATS ADVERTISING AGENC 
Montreal. 











Displayed Advertisements. 


50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance, 

WANT 5 0).—Case of bad health 
that R‘I*P*A‘N’S will not benefit. 
Send 5 cents to Ripans Chemical Co., 
New York, for Io samples and 1,000 











* | testimonials. 





RAAAAAAM: 


necessary, will set the type 


0O00000000000000KC 








I Complete the Whole Job. 


I will write your heute or circular, will have it illustrated if 


advertisers in the land leave such matters entirely to me, and I 
have yet to hear of one who was not thoroughly pleased. 
I will do any part of the work here mentioned. 
about what you have in mind. 


OO00000000000000 


tt eee 


and print it. Some of the best 
Or 
Write me 


WM. JOHNSTON, 
Printers’ INK PrEss, 
10 Spruce St., New York, 





-Montg gomery, 


(CITY 


The Journa 
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Ala., 40,000 


BU 


RBS 


Only 
Afternoon 
Paper 
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The Northwest Is A Great Country. 


The Northwest 


MAGAZINE COVERS IT. 


The readers of 


THE 
CHRISTIAN WITNESS 


Here is our, territory 
> a be if Iowa, Wisconsir Minnesota, 
OSTO 
B | N. Dakotas, Montana, Ida Wasl 
Oregon, Wyoming, British Colu t 





= Manitoba, Ontario and Oklahoma 
Buy the paper for the 
information it contains. 
They read its columns ard scribers. 

Communicate with any reliable agenc 
for rates, or write 


believe its ccntents. ‘They 
are believers—not don’t 


knows. And they read the THE NORTH West 


ILLUSTRATED MONTHLY 
MAGAZINE 


advertisements. And have 





faith in their fellow men. 
ST. PAUL, MINN. 


CANADIAN GENERAL OFFICIS, 
McIntire Block, Win ipeg, Manitoba 
CuIcaGo, 638 Fine Arts Building. 


This is why the paper 


pays advertisers. 
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In this territory The Northwest 
Magazine has 3!,000 paid sub- 


} 











About American Newspapers! 


The editor of the American Newspaper Directory keeps on file a mass of infor- 
mation gathered from year to year concerning the circulation and character of American 
newspapers. He has always at hand, in chronological order, accessible at a moment's 
notice, a conveniently arranged mass of interesting documents, statements, pamphlets 
and circulation figures, going to show what is claimed for a paper by its owners or 
asserted of it by its enemies and friends. By the aid of these and his familiarity with the 
subject it is always possible to pass the history of the paper in rapid review and com- 
prehend and measure the claims set up concerning its value to advertisers. 

A new edition of the American Newspaper Directory with circulation ratings revised 
and corrected to date appeared September Ist. This is the third quarterly issue for th« 
thirty-second year of the publication. 


PRICE FIVE DOLLARS. 


GEORGE P. ROWELL & CO., Publishers, No. 10 Spruce Street, New York. 
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Under date of Oct. 26, 1900, Augustine & Co., the large Nurserymen of Normal, 
Iil., wrote the editor of GARDEN AND FARM that “results are more than satis 
factory, and what is more surprising, we get from ev ery nook and corner in 
the United States inquiries, and quite a number from Canada.” 


CHICAGO, 
Proven Minimum Circulation, - - - - - . - 60,000. 
Is the largest circulated agricultural paper published in Chicago. 
Is the only paper advocating intensive agriculture. 
I3 strong in gardening, horticultural, floricultural and poultry features. 
Is a paper with punh that pulls. 
Inquire about it and put it on your fall and winter mail order and agricult- 
ural lists. 
THE AMERICAN FARMER CO., Publishers, 
1113-1114 Manhattan Building Chicago, Hlinois 
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$1.50 $1.50 


per per 
Agate Agate 
Line. Line. 











The cire culation of PopULAR Fasntons is rapidl increasing. While 500,000 circula- 
tion is guaranteed and proven to all advertise rs, the actual circulation largely exceeas the 
number gua sept aet November circulation will reach 600,000 copies. 

November Forms Close October 17th. 
B No mail order advertise r who has a sound judement of his business interes:s will per- 
mit his adve rcisemment to escape a :ingle issue of FOPULAR FASHIONS. 
POPULAR FASHIONS COMPANY, 79 Fourth Ave., New York City. 


A.J. WELLS, Special Representative, 23 Park Row, New York. 
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What an enemy says of The Joliet News 


“T never liked THE NEWS very well,” said one of the aldermen, 
“but I must say that it is enterprising and that it is always push- 
ing for Joliet’s interests. The merchants stick to it because they 
know it is always looking after their advantage and I should think 
its getting the Lemo . t people to take THE NEWS would be 
worth a great deal to the Joliet merchants.” 


The occasion was the opening of a new field by street 
car to Lemont, a town of 6,000 population, 12 miles 
from Joliet. 
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JUST TO SHOW YOU 


An excerpt from a letter of the Globe-Wernicke Company : 


“ Allof our advertisements are keyed and on the first of the year we 
made a schedule showing the replies received from some twenty leading 
publications which we used during the year 1899. We reduced this state 
ment to the average cost per reply from the various publications with the 
following results: Of the twenty publications the SELF CULTURR MAGAZINE 
ranked third from the lowest in cost per reply. The average cost per 
reply from the entire twenty mediums was 50 per cent higher than your 
publication, As to the character of repiies (an important consideration 
with us) those from the MODERN CULTURE will compare favorably with 
the best.” 

Prosperous people throughout te United States and 
Canada read the 


odern Culture 


Because it is a high-class literary monthly that addresses itself 
particularly to those persons having regard for 
education, refinement and character. 


Cl RCU LATION gent oy Pm beg rary montily published 


Be included in the list of contented advertiscrs now using its pages. 
There are lots of them 

For quality and quantity no publication has such a low rate. 

If you are interested write us. 


MODERN CULTURE, 
111 Fitth Ave., New York. Caxton Building, Cleveland, O. 
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IN HARRISBURG, PA. 


Everybody reads THe Patriot, the only morning newspaper 
pa} 


IN HARRISBURG, PA. 


Alf the best advertisers, both local and foreign, use Tur 


Patriot, the best advertising medium. 


|; 38 PARK ROW, 


EasTeRN REPRESENTATIVE: 
‘NEW YORK CITY. 


















The Evening Journal 


OF JERSEY CITY, N.J. 


Goes into over 13,000 families in Jersey City, and is a guest in 
over 80 per cent of the English- peaking households in the city. 


Average daily circulation in Average daily circulation for three 
899 months ending March 31, 1goo, 


14,486 15.140 











One of the Great Papers in One of the Greatest States. 


The 


Dayton Daily News 


of Dayton, Ohio, 
FY6nie paces ron ONE CENT. 
Aggressive, Metropolitan 


A Fearless, 
Paper for the People. 


Sworn Statement of Circulation 
for Septe:nmber, Average lb, 


Only Evening Paper Receiving the Associated Press Dispatches. 


Advertising contracts made contingent upon the prop 
that the Daitty News has more circulation than 


r daily papers in Dayton combined 
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Youngstown, Ohio, Vindicator 


DAILY: SUNDAY: WEEKLY: 


10,000 10,000 9,600 


LEADING DAILY IN NORTHEASTERN OHIO. 





For Rates address 


H. D. LaCOSTE, Thirty-Eight Park Row, New York 


SPECIAL NEWSPAPER REPRESENTATIVE. 








RURAL LIF 


Issued monthly, a magazine for the farmer and his family (successor to THE WEST- 








ance June 1. 1900. Every department will be edited by a specialist, and there will 
be something of interest for everybody to read. RURAL LIFE will carry out all 
advertising contracts for THE WESTERN PLOWMAN, and has absorbed the thirty- 
six thousand subscription list which belonged to that popular farm journal. You can- 
not cover the Western field thoroughly without using the columns of RURAL LIFE, 


SEND FOR 225 DEARBORN ST.,? ~AG 
ADVERTISING RATES. 25 QUINCY ST., 4) CHICAGO. 








| 
| 
ERN PLOWMAN), the only magazine of its kind published, will make its appear- 











THe BAPIIOI ** 
COMMONWEALTH 


SOLELEL EEL LEE EET EEE 
A Modern, Up-to-date, Rel gious Journal. 


SAS SANSA enna 


> 
Now in its Eleventh Volume. It ITS TERRITORY. 





has absorbed several of its most Pennsylvania, 110,000 Baptists 
zg ad Connecticut 6,000 Hs 
worthy competitors, until it stands Se a ae 
Maryland, if 


Delaware, 2,100 


at the head in its field. It is pro- 


gressive, aggressive, well edited, 
NOTE. 


Philadelphia has 38,000 Baptists 


and just the sort of a paper that 


and roo Baptist Churches 








appeals to home and family. % 





For advertising rates, sample copies, etc., address 


THE BAPTIST COMMONWEALTH, 
1420 CHESTNUT STREET, PHILADELPHIA. 
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The middle man ever takes his pound 
of flesh. Direct dealings are always 
most desirable and most profitable. 





week after week carries announce- 
ments and price quotatiors to the 


tiller of the soil, who is the best 
American buyer. This buyer may 
live in Maine, in Texas or in Cali- 
fornia. He clasps hands with the 
advertiser to the advantage of each. 


“We used, last spring, twenty-eight papers for advertising Cahoon seed sower, 
covering a period of about two months. We,. of course, expect we derived con- 
siderable benefit for the advertising outside of the direct results, but the average cost 
of each inquiry was $1.10, varying from 32 cts. to $13.26, the average cost of inquiries 
resulting from the advertisement in your paper being the smallest.” 

GOODELL COMPANY, Antrim, N. H. 





worn statement of circulation for one 
year shows an average of 38,129 
copies printed per weeks:S::S::SS:SxSx_® 





Only one rate. If interested, write. 


THE FARMER COMPANY 
PHILADELPHIA. 


The farmers’ purchasing power in 1901 will be 
larger than ever before. 
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Get at the 
Money Spenders. 


Sporting people are rec- 
ognized as liberal money 
spenders, either for neces- 
sities or luxuries. If you 
have anything that ap- 
peals to that class of peo- 


ple, advertise it in 





SPORTING LIFE 


ESTABLISHED 18 YEARS. 








The recognized authority on matters pertaining 


to Base Ball, Trap Shooting, Billiards and kindred 


wis 
It has the largest paid circulation of any legiti 
mate sporting paper published. 
Its pages are filled with valuable data matter 
and the numbers filed away for future reference 
Published weekly. One year, $2.00; single 


copies, 5 cents. On sale everywhere by news- 
dealers—from Canada to the Gulf and from Maine 
to California. Sample copy for the asking 


g 





Advertising Rate, 15c. a line. 


NO TIME OR SPACE DISCOUNTS. 











Publication Day is Saturday, Advertising 
forms close on Wednesday preceding. 

Send your orders through any reliable adver- 
tising agency, or direct to 


The Sporting Life Publishing Co., 
34 SOUTH THIRD ST., PHILADELPHIA. 
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U.S.A. 





AAN 


_Mr Perry Lukens Jr. 
; “Sree Bae8.s ---------* 
New York. 





Zwolle (Holland) Oct I 1900. 


Mr Perry Lukens. 
New York. 
Dear Sir:- 

Will you Kindly send me by return of 
post a copy of your recommed paper the ."Indiena=- 
polis Press". 

What is the subsription price? 

I am Very respectfully, 


Wika 


4 





Printers’ [nx has a very respect- 
able list of subscribers in foreign lands 
and they are as a rule the bright folks 
of their towns. It is impossible to 
estimate the amount of good which 
will come to a house able to extend 
its business among this class of peo- 


le by advertising in Printers INK. 
P J g 
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Some one has asked me what I 
think of booklets or pamphlets as 
a means of publicity for a retail 
To this question I can only 
answer that it depends a great 
There are 


store. 


deal upon the booklet. 
certain lines of goods which can 
be written up in a very catchy 
way and printed in a small book 
or pamphlet form which will un- 
doubtedly do a _ great of 
good towards the 
people with those particular arti- 


deal 
familiarizing 
cles. Those goods, usually, how- 
ever, must be special. Of course, 
I am not now speaking about gen- 
eral catalogues or mail order 
books, but to booklets which are 
used in distrib- 
uting in the store. These books, 


if they take up some one particu- 


more profitably 


lar line of goods, in which there 
are peculiar features to be brought 
out and illustrated, may be used 
to great advantage, as it is about 
the only way that the merits and 
the peculiarities of the 
may dwelt 


articles 


be unon at sufficient 

length to convince or interest the 

reader. 
Having the 


goods to be advertised by 


selected proper 
book- 
lets, the next question is to get 
right kind booklet. I 
have seensome which I believe are 
paying investments, 
are certainly the 
in the right place, but a 
good descriptive pamphlet 


the of a 


good and 
which right 
thing 
really 
is the 
sibly be written in the advertising 
line. It not 


hardest thing that can pos- 


must only contain 


BUSINESS MANAGEMENT. 


How to get the full value of advertising by rightly conducting the business, and how to 
make business more profitable by a judicious system of advertising. 


By Chas. F. Fones. 


Subscribers are invited to ask questions, submit plans for criticism, or to give their views 
upon any subject discussed in this department. 


Address Chas. F. Jones, care PRINTERS’ INK. 
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convincing argument and clear 
explanation, but must also be got- 
ten up in some catchy manner that 
will appeal to the first glance of 
the reader, so that he will con 
tinue his investigations and read 
the book through. There are, in 
my estimation, perhaps a dozen 


men in the United States who 
can write a profitable book of 
this description. They usually 


charge a big round price for doing 
it, but it is much better to get a 
book of this character and pay 
well for something which has 
real merit than to have some local 
man, who has never made a spe- 
cialty of this particular line, at- 
tempt to write such a book. Out 
of possibly a thousand pamphlets 
on various subjects, there are per- 
haps fifty or more that really pay 
for the printing and the time. 


trouble and expense of writing 
them. Those which are good 
enough to attract marked atten- 


tion, and prove profitable invest- 
ments, are very profitable indeed, 
but the majority of them are 
simply a waste of time and money. 

In booklets, more particularly 
than in any other kind of adver- 
tising that we know anything 
about, it is necessary that the 
advertising should be well done. 


A poor booklet is one of the 
poorest things that can be pro- 
duced. 

* *K 


Every business man should be 
on the watch for the neglected de- 
partments in his store. Those de- 
partments which are doing well, 
of course, should be watched also, 
but it is money in the dry goods 
man’s pocket to take particular 
interest in finding out the depart 
ments which are running behind, 
or which need stirring up, and go 
ing at them with vim. You can 
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afford to let the good departments 
which are pushing themselves do 
without your service for a short 
time, in order that you may give 
particular attention to the depart- 
ments that are lacking vigor. 

* * * 

Do not let any competitor get 
ahead of you in the matter of 
merchandise and styles, provided 
they are at all useful or likely to 
sell well. Let your store be the 
first in the town to have the new 
season's goods on display; be just 
a day or two ahead of your com- 
petitor in displaying early spring 
goods or early fall goods. It w-ll 
not hurt you to carry a small quan- 
tity of early goods a little while 
before you need them, but it will 
be a big advertisement for people 
to know that you are first in the 
field with everything. 

Don't wait until your competi- 
tors have tried all the new styles, 
or the new fashions that may 
come out, before you take hold of 
them. If there is any merit in 
novelties, be one of the first to 
handle them; then you get the 
profit and the reputation which is 
due to an enterprising merchant. 
If you wait until all the other 
stores have tried the goods and 
found them to be a success, then 
very likely their usefulness is worn 
out, and you will be the one who 
has to hold the stock when the 
goods go out of style and some- 
thing else which is new takes their 
place. Thus, you will always be 
behind your competitors, when it 
is much more profitable to be in 
the lead. 

*K * ok 

A great many sales are lost and 
a great deal of dead stock is 
carried by stores which are in the 
habit of having places behind or 
under the counters in which to 
place goods. These goods are 
probably never overhauled, ex- 
cept at stock taking times and 
these drawers and hiding places 
are an excellent catch-basin for 
all sorts of goods, which are 
usually called “stickers,” and 
which ought to be out on the 
counters where they can be push 
cd more than ordinarily. 

Do not have any place in your 
store where goods can be stuck 


away out of sight. If you have 
plenty of room, it is better to have 
all the goods above the counters, 
on the shelving. Have no shelves 
below, so that there will be no 
opportunity to put things away out 
of sight. A great many stores, 
however, cannot do this, as they 
are crowded for room, and it is, 
therefore, necessary that a part 
of the goods should be kept be 
low the counter board. 

If this is necessary, see that 
every piece of goods not in easy 
access is looked over and exam 
ined and brought out to the light 
at least once a week. If the 
goods are kept out where they 
can be seen at all times, they are 
very much more apt to sell than 
if hidden away. The salesmen 
are usually very careless about 
goods which are not easy to reach 
and they very seldom take the 
pains to look into any of thes 
old drawers, or under the shelve 
to find the goods to sell. 

If customers come in and cal 
for some particular thing which 
they know to be in such-and-sucl 
a place, they usually go and g 
it but if it is in some nlace wher 
there is any doubt about finding 
it, they either say they haven't 
got it, or they don’t take the pain 
to look for it where they should 
and try to substitute something 
else, which possibly the customer 
does not want. 

If you have goods that cann 
be carried on the shelves, arrang 
bins on the counter, or on a cen 
ter-table in the middle of th 
aisle, and place them there in full 
view of the customers. Do 1 
let anything be hidden from sight 


* K k 


Window dressing is a subjec 
which should be given just as car‘ 
ful attention as any other branch 
of the dry goods business. It is th 
best advertising medium that a dr 
goods merchant can have, pri 
viding that his store is so situated 
that numbers of people pass by 
every day. This is usually th 
case with dry goods stores, as they 
generally occupy business house 
on the main thoroughfares of the 
town. 

The dry 


goods stores nowa 
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days usually carry quite a number 
of different lines of goods, and 
each year seems to tend more and 


more towards a consolidation of 
numerous stocks under one head. 
If the dry goods store has a 


large number of windows and is 
situated on a corner, or some 
place where it has all the advan- 
tage for displaying a number of 
kinds of goods at the same time, 
it is much better for the store 
than where there are only a few 
windows. 

Some stores make a miserable 
mistake in not giving many of 
their stocks a just representation in 
the show windows. This is 
possibly on account of the limited 
space which they have, but I 
think it would be well to give each 
stock its turn. It will be of just 
as much advantage to the house in 
general to occasionally have an 
underwear window, and again a 
corset window, and again a hosiery 
window, as it would be for the 
house to keep dress goods in the 
window all the time. Dress goods 
may be the principal stock, and 
may have a larger share of the 
window displays than any other 
stock; still, it will be to the ad- 
vantage of the individual stocks to 
give them each a fair show, one 
after the other, and at the same 
time, this will not be a disadvan- 
tage to the house or a disadvan- 
tage to the dress goods. 

Just as nice looking and attract- 
ive windows can be made out of 
small articles, or out of any stock 
in a dry goods house as can be 
made out of dress goods, and in 
many cases, the small articles will 
have the greatest trade-drawing 
power, because the price on the 
goods will be smaller in figures, 
and consequently, look cheaper in 
many cases than dress goods 
prices, which are sometimes 
quite large. J, therefore, think it 
is well for a house to allow each 
stock to be represented in turn, 
giving no one unfair preference 
over the other. 

* OK * 

One of the greatest sources of 
loss that a dry goods store can 
suffer from is the accumulation of 
old stock which through age has 
become unsalable, or at least has 


I 


lost a portion of its value. There 
are some goods, of course, which 
are staple almost all the year 
around, and will be staple next 
season as much as they are now, 
but the majority of goods will 
lose something of their value by 
being here next year, and even the 
most staple goods lose something 
from age—if not one way, then in 
some other. 

New goods generally command 
a better price and are certainly 
easier to sell than goods which 
have been in stock for any length 
of time. Would it not be well to 
mark your stock in some way, 
so you would know just when it 
was received and be sure that 
your clearance sales would enable 
you to get rid of the old goods 
first? This could easily be done 
by placing some kind of a secret 
figure or letter upon each bolt or 
piece of goods as it is received. 
Say, for instance, goods received 
in January, 1900, might be mark- 
ed “A” and February, 1900, “B” 
and so on each month until the 
entire alphabet is exhausted. 
Certainly, long before the last 
letter in the alphabet are reached 
every piece of goods in the house 
ought to have turned itself into 
money. 

It is well, if possible, never to 
allow a piece of goods to remain 
in the house through two inven- 
tories. If the goods are purchas- 
ed in 1900, and you make an in- 
ventory in July and find them in 
the house, be sure you make a 
price on them, or use such extra- 
ordinary efforts as will sell them 
out before the next inventory 
comes. This rule of keeping 
goods as short a time as possible 
will wo1k to your advantage great- 
ly in keeping your stock clean. 


wm 


One inventory ought to be 
enough for any kind of goods, 
particularly of goods which are 


apt to depreciate in value on ac- 
count of change in style or change 
of seasons. 

A store that watches these 
points carefully can very often 
avoid serious losses. Mark your 
goods so that you may know when 
they came in; that will help to 
prevent them from staying too 
long. As soon as you find that 
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they are getting old, it is time to 
run them off at some price. 

Be kind to your employees. 
Kindness wins on every occasion. 
It is only natural that any clerk 
will be more likely to take pride 
in his work and use every effort 
to please his emplover when he 
finds that he appreciates his serv- 

‘ices and is considerate of his in- 
terests. 

Display as many goods as pos- 
sible. The more goods you dis- 
play the more you will sell. Not 
only make your display on the 
counter, but overhead, on the 
shelving in some proper way, 
either directly on the shelving or 
on suspended rods. The more at- 
tractive you make your displays, 
the more you will interest people 
to buy your goods. Always keep 
your displays in good trim. See 
that they are dusted many times 
a dav; and any goods which are 
taken down to be sold have their 
places taken by new goods. 

Put plenty of price tickets upon 
your displays, so that persons 
passing along the aisle can readily 
see what the goods are sold for. 
A display of goods itself without 

price may be good on some oc- 
casions when you are simply dec- 


orating the store, but the price 
on the goods generally clinches 
the argument in its favor. 
* * K 
Do not run down competitors. 


They may deserve it ever so much, 
but you will find it to your ad- 
vantage to say as little as pos- 
sible about your competitor. 
People usually misjudge what 
you say about them. They will 
either think you are running them 
down because they are getting the 
best of you or that you are 
afraid to say anything good about 
them for fear they will get some 
of your trade. 
iS *K * 
Be sociable in your store. Be 
very respectful to everybody, rich 
and poor alike. As far as possible 
take an interest in those who are 
buying. If at any time you be- 
come acquainted with them, show 
yourself eager and anxious at all 
times to be of service to your 
customers. Let them feel that 


your store is the accommodating 
store, the home store, where 
everything is made as pleasant as 
possible for buyers. 

* * * 

In marking goods, mark them 
on tickets and not on the goods 
themselve¢. It is very difficult to 
mark the goods themselves so that 
the prices can be easily erased 
without hurting the goods. 

Purchasers do not usually care 
for the price to remain on their 
goods after they have paid for 
them. Besides, you may wish to 
change or reduce the price your 
self, and this still further defaces 
the goods if it is marked on them. 


Use tickets which can be un 
fastened without hurting the 
goods. Tickets which are gum 


med and stuck on to the goods are 
not desirable. - They do not hold 
any better than pin tickets, and 
usually, when torn off, leave a 
portion clinging to the goods, 
which not either look well 
or make the goods any more at 
tractive to the customer. 


does 


+ * * 
There are so many leaks in a 
dry goods business that it re 


quires constant watching and con- 
stant investigation to keep them 
from being very disastrous ones. 
The little which are oc 
casioned here and there seem to 
be, of themselves, of very little 
importance, but when taken in 
the aggregate they amount to a 
great many dollars during th 
year. 

There is one department, for in 
stance, in the larger stores in par 
ticular, where the dry goods met 
chant sometimes fails to be very 
watchful, and yet in which the 
little leaks of every day are con 
stantly draining the stock. I 
mean the toilet and perfumery de- 
partment. 

Soaps are necessary to be used 
in every store, but in some stores 
I find that the amount of soap 
used, presumably, for the toilet 
room, is not at all in proportion 
to the cleanliness of the employees. 
I have had personal experience in 
watching the way soap mysteri 
ously disappears from the. toilet 
department, and have known of 


losses 

















cases where the sales people in 
this stock would give away a great 
quantity of soap to individual 
clerks, possibly for the purpose 
of standing in with them in other 
matters. 

Again, how little a thing it is 
if your perfumery saleslady helps 
herself to the cologne and gives 
all her fellow salespeople a share 
every day. This amounts to a 
very little thing once in a while, 
but when kept up day after day, 
all the year round, in a large 
store, it will, no doubt, exhaust 
many gallons of cologne, which 
costs a high price, for it is a fact 
that salespeople do not use fhe 
cheap colognes when they wish 
to be liberal with themselves and 
their friends. They invariably 
use the best quality, and this 
makes the practice that much 
more expensive. 

The only way to stop such 
practice is to have a very strict 
rule that nobody in the house, 
no matter whom it may be, is 
allowed to use any portion of the 
toilet goods stock. If it is nec- 
essary to have soap for the toilet- 
room taken directly out of stock, 
have some one person whose duty 
it is to see that this soap is dis- 
tributed each day and that it is 
not wasted. 

It is only by paying strict at- 
tention to these little leaks and 
curtailing them in every way pos- 
sible that any toilet goods depart- 
ment can hope to stop a serious 
drain in its profits. 

* aa * 


Know your goods. As far as 
posible, you should be thoroughly 
acquainted with the wear and dur- 
ability of the goods you handle; 
if you are not, test them your- 
self. The only practical test is by 
using them yourself. If there are 
any goods about which you have 
doubts, try them yourself. See 


how they wear. Also make in-* 


quiry of customers who have pur- 
chased them. 

Find out all you can about the 
goods you are selling so that you 
may know how to recommend 
them to others, or how to get rid 
of them in case they are not giv- 
ing satisfaction. 
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At some seasons of the year 
there are a great many firms 
which advertise, in large flaring 
headlines, that they are selling 
goods away below what they cost. 
Supposing that this is true in 
every particular—I hardly think 
that it is always a good plan for 
one to admit that he is compelled 
to or does sell for less than what 
he nays for goods. Would it not 
be a more telling point to have 
people suppose that it was simply 
your regular line of business to 
sell goods at a much lower price 
than other stores, and that it was 
your facilities for buying that en 
abled you to do this? 

One idea in cutting prices on 
goods or in making special prices, 
is to give the public the idea of 
the reasonableness with which 
you can sell merchandise. It does 
not impart to them any particular 
knowledge of your ability to make 
close prices when you say that 
you are selling below cost. Any 
one can sell below cost who has 
a mind to do so, but it takes a 
great store, indeed, to be able to 
sell at these very low prices and 
still make money. 

Might it not be that you would 
gain a greater reputation for your- 
self, if in all cases where you are 
compelled to, or do for any rea- 
son, sell at less than cost price, 
you would do so without admit- 
ting the facts in the case, but 
rather boasting of your ability to 
make these special values, when 
your competitors are not able to 
do so without losing money? 

A firm sometimes overreaches 
itself in the endeavor to be con- 
stantly harping upon the fact that 
it loses money on any particular 
line of goods. In the first place, 
it is not a good reputation to gain 
that one is not making money, as 
it very often leads to the thought 
that the business is unsuccessful. 

A merchant would gain a much 
better reputation by letting people 
know of the cheapness of his 
goods and let them say to them- 
selves that “This is so | much 
cheaper than I can get it else- 
where,” and let them believe, if 
they will, that it is your regular 
business to make such prices on 
all kinds of goods. 
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The Leading DAILY and SUNDAY 
newspaper of the West. 


Enjoying a most marvelous and phenomenal growth 
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All we ask is a fair test. 
That’s fair 
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The 
Buititalo Review 


IS THE ONLY NEWSPAPER IN BUFFALO 


that has a double value to its readers. The 
general public wantsit for itscomplete foreign 
and local news; the business public reads 
it for its exclusive features. The only news- 
paper publishing New York Sz telegraph 
news; the only newspaper publishing county 


transcripts and court calendars. 
COMPLETE, ENTERPRISING, 
FEARLESS, 
Largest 2-cent circulation. Reaches the 
representative people of Western New 


York. Best medium for the general adver- 


tiser in Buffalo. 


 mPawee- 1. D 
» DUVTAUO LA 


BUFFALO, N. 


ERN AGENCY 
W. E. SCOTT, 
ssau Street, New York. 
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THE STATE 


Columbia, S. C, 
Daily—Sunday—Semi-Weekly. 








The American Newspaper Directory 
accords Tue State a larger circulation than 
any other South Carolina daily. 

Published at Columbia, the Capital of 
the State and the center of the great cotton 
manufacturing industry of the South, THE 
STATE occupies a commanding position. 
Distributed over the eleven railway lines 
radiating from Columbia and reaching more 
than one hundred towns before noon every 
day in the year, it is “the morning paper” 
for three-fourths of the entire State. 

With one matrix or one electro adver- 
tisers may cover the State, the whole State, 


with nothing but Tur Starr. Address 














THE STATE COMPANY, Publishers, 
COLUMBIA, S. C. 


Also publishers SOUTHERN CHRISTIAN ADVOCATE (Weekly), organ 
of 75,000 Methodist Church members in South Carolina. 
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’ WHAT'S THE USE 


of getting up expensive street car advertis- 
ing and placing it where you do not 
reap full benefit ? 


’ WHAT'S THE USE 


of placing that advertising in poorly- 
patronized cars, when it might be in 
the best? Say, for instance, the 
Brooklyn « L.” 


» WHAT'S THE USE 


of going blindly into the matter of street 


car advertising, when you might have the 


benefit of our experience ? 


WHAT'S THE USE 


of waiting any longer before writing to 
us about it? 


GEORGE KISSAM 6&6 CO., 
253 BROADWAY, NEW YORK. ° 


Written by T. M. WATSON, New Brunswick, N. J. 














N. J 
SOA AO AAA AAA AAAAAAAAA ALE 


——— 














PRINTERS’ INK. 59 














Wj)O you want to do business, 
or do you want your busi- 








ness to do you? If you 





want to do business adver- 
tise, and advertise right; the right kind 
of advertising pays, the wrong kind is 
a dead loss. The question is, are you 
doing the right kind of advertising, and 
are you placing your ads where they 
will be seen? That is the main point. 
Our business is to place ads where 
they will be scen, not by a few, but by 
thousands. Write us for our plan, use 
it, and do business. Gooninthesame 
old rut and your business will do you. 
For full information, write 








REO. KISSAM & GO. 
253 BROADWAY, N. Y. 


Written by A. G. Powe ce, FI 1s Branch Offices. 

















*£1juN09 9y} JO UOTIIAS FEY} UL WNIpauT ZurstyAVApe ysaq ayy A[qeuonsanbu 4 
“CO ; 
960 - - ‘ssig puvjpaaogtj osu] 
‘yeuuloUID ut Jadedsmoau Aue Jo uoTe[NdI19 ay} B[qnop ueY} s10UI SFT 


gQecsEC1 - - Ysog euUloUT) dsUT, 


‘ssoutsnq 1noA Suroeid usyM sxddvg aNPVAT AVALON 
-SddIMOG 9Y} JOpIsuod AT[NjJo1eds OJ NOA ULM OM UOSPdI SIT} 
IO, ‘papusdxs yUd9 AIOAD IOJ ON[VA [[NJ Buryy03 st oy yey} 
SAOId ULSD PUL WOIZMINIAII JSaUoY WIY BAIS yey} S1odedsmou 
syord A[[e19u0S syonpoid sry asiJOApe 0} YOIYM UT SUINTpoul 
9} SuIj9[9s UL DSUSS UOWWODS Ssasn OYM JOSIPsIApe sy] 


nd 
= 
n 
0% 
fx 
Z, 
m 


sululeay Jo jaysng v 
YO AA SI OSUIG UOWWOD) Jo yg Yo 


SOCCOOOOOOOOOOOOOOOOOOO 
COSOOOSOCOOOSOOOOOOCOCE 


OOOO OSEOHOOOOOOOOOOOOOOOOOOOOOOOCOEOOOOE® 





61 


PRINTERS’ INK. 


< Swerve TSC ET WTVH Ee 





FR Oe Ee Ne A oe eee 6O0006666655666666600008 


I ‘oseo1yD ‘Suipying psoyuepy o1 “AUD YIOX MON ‘Suipling eunquy €¢ © 


‘NOLLVIOOSSV SSHUd AVUWW-SddI AOS ry 


‘quowyiedsq SursioApy usioi0o4 saseueyw “|ISTIMV) ‘[ “A S 

® 

‘uoryeorjdde uodn poystuiny UOl}e[NIIIO JO S}IAepPYW S 
‘SurAnq 94} JO ANG 9Yy} Op OYM os{dooad 9y} YOvor ASU], © 
‘So}el PUL UOT}L[NIIIO JO AVM 9} UL PolIsaep Sury}AIIAV IIST} © 
-Id9Ape oy} 9A13 Aoyy ‘uodn porjo1 oq ues siodedsmou osayqy © 
SUIPIeSoI 9peuUl JUSUTD}eIS AIOAD VsNeddg ‘sUINIpoW siqe ® 
-IISOP 9S9y} JOOTOS NOA UdsYM ATessod9UUN SI Susuresy yOnY 4 
*paulquiod suorjze Jayio [[e uvyy A[ySnoso0y} asow Ayunod pure A}z19 ayy siaaoa ® 


grQzr1 - Ysog ‘Ay uouIAcg oy, § 
‘sory "JG ul wntpeut Aue uvy} Aauour ay} 10F UOTR[NIITD AOU JasSTWAVAPe ay} SAAT ® 


ofo't$ = Soporuoryg sino7y 39 oy, § 








PRINTERS’ INK 


‘A Sore Head. 


CANTON, OHIO, Oct. 20, 1900. 
PRINTERS INK JONSON, . 
New York. 

DEAR Sir: Send us a half barrel of News Ink same as you did befor: 
No reason to look for a change, although just now an ink salesman thre 
down our paper, slammed the door and said after trying his best for us to us 
his ink, ‘* We would not have anything to do with a concern that patronize 
Printers Ink Jonson,” 

Yours, etc., 


OHIO VOLKSZEITUNG CO., 
C. von Gandberg, Sec’y. 

I have the name of the salesman and the 
house for which he travels, but through 
courtesy for my customer will not men- 
tion them. If this fellow would use his 
efforts to uphold the quality of his goods he 
might be more successful in securing orders. 
I have a hundred customers for every one of 
his, but Iam willing to wager that I receive 
less complaints and have less ink returned. 

My goods are known the world over, 
although I have never been out of my office 
to sellthem. My prices are printed in all of 
my literature and I don’t charge one man 
a dollar for what another fellow can buy for 
fifty cents. Every printer looks alike to me, 
and I have to get his money before he gets 
my goods. I don't slam doors or throw down 
papers when I meet a printer who uses other 
ink than mine, but try to convince him that 
he can get more for his money by paying cash 
in advance. Send for my price list. Money 
refunded if goods are not found satisfactory. 


Address 
PRINTERS INK JONSON, 
13 Spruce Street, New York City. 
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Seven Insertions Gratis. 





An advertisement contracted for to 
appear in Printers’ Inx for the year 
1go1 will be inserted 


) tt 


in all the remainirig issues of 1900. 


Address 
PRINTERS’ INK, 


10 Spruce Street, - - - New York. 





PRINTERS’ INK. 


MEN, 


Business men, working men (uncon- 
sciously, perhaps) certainly READ the 
advertisements in the street cars. . 


WOMEN, 


Buying women, on their way to buy, 
READ the advertisements in the street 
cars, and are reminded of articles and 
where they can be purchased. 


AND 
CHILDREN 


are attracted by the pretty pictures to 
be seen on cards in street cars, and are 
continually drawing the parents’ atten- 
tion to this or that article advertised. 


READ 


STREET CAR 
ADVERTISEMENTS. 


IT WILL PAY YOU to write us for 
prices and particulars. ; 


GEO. KISSAM & CO. 
253 Broadway, N. Y. 


Written by J. J. Roberts, Winnipeg, Man. 15 BRANCH OFFICES. 





